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Rough Proofs 


An agency space-buyer won the 
cow-judging contest sponsored by 
Hoard’s Dairyman. Is there nothing 
au agency space-buyer doesn’t know? 


. 7 


G-E refrigerators are now being 
sold with a four-year guarantee. 
Wonder if Walter Daily could inter- 
est Mrs. Hoover in a new one for 
the White House. 
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The Century is now operating on 
an 18-hour schedule. Time isn’t 
worth as much as it used to be, and 
so of course it’s necessary to save 
more of it in order to break even. 
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The Secretary of War was one of 
the principal speakers at the A. N. 
P. A. convention in New York this 
week. In view of the battle publish- 
ers are having this year, the selec- 
tion seemed most appropriate. 
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John N. Willys is returning from 
Poland to resume the direction of a 
well-known Toledo automobile busi- 
ness. Being an ambassador is not 
half as exciting just now as being a 
business man in the little old U. 
8S. A. 
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“Nick” Carter advises radio broad- 
casters to spell out names and ad- 
dresses when inviting inquiries. Ex- 
planation: “The United States is 
congested with scandalous spellers, 
and it’s getting worse all the time.” 
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But when an advertiser explains 
that “Jour et Nuit” face powder is 
pronounced “Zhoor aye Nwee,” the 
chances are that he’s just making a 
bad matter worse. 
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Her favorite car, Helen Morgan 
says, is “as grand as a grand piano.” 
And that’s no small compliment, 
coming from our grandest grand- 
piano sitter. 
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“Leisure seen as essential to pros- 
perity.” 

On that basis, 1932 should rate as 
our most prosperous year. 


7, vf 


Some day an advertiser using the 
funny-picture idea is going to aston- 
ish the world and Rough Proofs with 
a comic strip that is really comic. 
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“With a Royal Portable, instantly 
your thoughts become _ visible 
words.” 

In that case, not a penny for your 
thoughts. 
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“More cold than you'll ever need” 
—‘More ice’—“Turn on the cold”— 
“Constant, steady cold.” 

No wonder we’ve had such a late 
spring. 
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Maybe there’s something in these 
rumors about a depression, but it 
Seems to be just as hard as ever to 
find a space to park your car. 

Copy Cus. 


“Adventure In Self-Respect’”’ Gets Results 


EVENING POST 
CUTS RATES AS 
N.B.C. RAISES 


Ten Stores Still Out of 
World-Telegram 


New York, April 29.—Rates held 
the center of the stage here this 
week, the New York Evening Post 
announcing sweeping reductions, 
while the World-Telegram stood pat 
in the face of what may develop into 
a department store strike. 


The Post cut local rates from 18 to 
22 percent and rotogravure from 14 
to 24 percent. 

“The Post makes these reductions,” 
J. Mora Boyle, advertising manager, 
said, “solely because of its desire to 
co-operate with New York merchants 
to the greatest possible extent and 
to increase the efficiency of their ad- 
vertising dollars in times when main- 
tenance of former volume and profits 
is a most serious problem. 


“We are glad to assume leadership 
in this service to our present adver- 
tisers and to those whom we hope to 
welcome in the future. And we do 
so with full knowledge that, due to 
our recent circulation increase and 
other factors, we have not been able 
to reduce our own operating costs.” 

Department stores used 103,780 
lines in the World-Telegram April 
12-18. The same group used 28,040 
lines the following week, Macy and 
Wanamaker being represented, and 
ter. others being absent. 

Neither advertisers nor the news- 
paper will comment. 


One explanation given credence is 
that the stores are taking this means 
of opposing a 3-cent per line increase 
announced by the World-Telegram 
for Sept. 1. 


Raise Radio Rates 


New York, April 29.—The National 
Broadcasting Company has. an- 
nounced a 20 per cent advance in 
rates for Stations WEAF and WJZ, 
bringing the hour charge to $900. 

The advance is attributed to largely 
increased “circulation” and has no 
relation to the higher fees which may 
have to be paid for copyright Ameri- 
can music. The American Society of 
Composers has announced that broad- 
casters will have to increase their 
present payments by $3,000,000 June 
1, making the annual cost of music 
$4,000,000. 

Conferences will be initiated by the 
National Association of Broadcasters 
in an effort to induce the Society to 
reduce the price. 

Roy C. Witmer, vice-president in 
charge of N. B. C. sales, gave the 
following explanation of the new 
rates: 

“Current rates for WEAF and WJZ 
were established Feb. 1, 1929. Thus, 
for three years they have remained 
unchanged, while the vast listening 
audience in the New York market 
has increased rapidly in numbers and 
density. Actually, in this period, it 
is estimated that the number of re- 
ceiving sets in the New York market 
has been augmented approximately 
120 per cent.” 


Newspapers Won’t 
Buy Features Used 
In Advertising Too 


New York, April 29.—A report of 
continued decline in advertising 
agencies’ surplus and a protest 
against the purchase by newspapers 
of features used for advertising pur- 
poses marked the 46th annual meet- 
ing of the American Newspaper Pub- 
lishers Association, which closed 
yesterday afternoon, a day ahead of 
schedule. 

The opinion was expressed that the 
threat of radio competition is 4e- 
creasing. The report on radio was 
followed by comments that radio 
listeners will not tolerate sales talks 
as much as formerly. 

Howard Davis, New York Herald 
Tribune, was elected president of the 
association, succeeding Harry Chand- 
ler, Los Angeles Times, who becomes 
a director. Mr. Davis, who was for- 
merly vice-president, was nominated 
by Edwin S. Friendly, New York Sun, 
and seconded by Col. Frank Knox, 
Chicago Daily News... .George M. 
Rogers, Cleveland Plain Dealer, was 
elected vice-president. E. H. Harris, 
Richmond (Ind.) Palladium -I tem, 
succeeds Mr. Rogers as_ secretary. 
He was formerly a director. 

Reelected directors are E. H. But- 
ler, Buffalo Evening News, John S. 
Parks, Ft. Smith (Ark.) Times- 
Record, Charles A. Webb, Asheville 
(N. C.) Citizen-Times, and S. R. 
Winch, Portland (Ore.) Journal. 
Five other directors hold over. 


Postpone Fall Meeting 


At the suggestion of Mr. Davis, 
who presided in the absence of Mr. 
Chandler, the association voted to 
postpone its fall meeting this year. 

The report on agencies was sub- 
mitted by the Committee on Adver- 
tising Agents, of which Mr. Friendly 
is chairman. Not entirely pessimis- 
tic, it noted that notwithstanding 


A. N. P. A. PRESIDENT 


Howard Davis 


continued shrinkage of surplus 
“agencies as a whole have been sur- 
prisingly successful in overcoming 
the disadvantages of smaller placing, 
increased frequency of inability to 
collect from clients, and other diffi- 
culties and, in the main, we believe 
them to be in sound condition, even 
though we have been obliged to re- 
duce many ratings. 

“Believing as we do,” the report 
continued, “that all agencies should 
maintain adequate liquid surplus, we 
feel that our work through the past 
years in pointing out the desirability 


(Continued on Page 10) 


Emmett Co. 


space buyer for Calkins & Holden. 


Last Minute News Flashes 


Merger Negotiations Make Progress; 


Roche, Williams & Cunnyngham New Name 
Chicago, April 29.—Negotiations for the merger of the Roche Adver- 
tising Company and Williams & Cunnyngham have reached the stage 
where a final announcement is expected in the immediate future. 
The merged agency will be known as Roche, Williams & Cunnyng- 
ham, according to present plans, with offices at 6 N. Michigan Avenue. 


George S. Fowler Joins New York Agency 


New York, April 29.—George S. Fowler, who recently resigned as 
president of “Pictorial Review,” has joined the executive staff of Newell- 


O. B. Bond Space Buyer for Calkins & Holden 


New York, April 29.—After six years in the media department of 
Richardson, Alley & Richards Co., Osborne B. Bond has been appointed 


Call Drug Survey Service to All Business 
(Story on Page 6) 
St. Louis, Mo., April 29.—The National Drug Store Survey Conference 
closed by paying tribute to the Department of Commerce for having “ren- 
dered an outstanding service to all business by its St. Louis survey.” 


SOUND APPEAL 
PUTS CITY IN 
SPENDING MOOD 


Advertising Men Evolve 
Evanston Plan 


Evanston, Ill., April 27.—Some of 
Chicago’s. most prominent advertis- 
ing men, citizens of Evanston, its 
largest suburb, have helped to or- 
ganize and put into operation the 
Evanston Emergency Plan, which is 
designed to stimulate normal spend- 
ing, and which gives indications of 
being a remarkable success. It is 
described as “an adventure in self- 
respect.” 

Though based on the Rochester 
plan, the Evanston idea is to make 
an appeal primarily to self-interest 
by showing the remarkable values 
now available in all lines, and to 
make public benefit the secondary 
idea. The development of a sound 
psychological appeal for the drive, 
which started April 19 and will con- 
tinue for four weeks, is credited to 
the advertising brains pressed into 
service for the campaign. 

Evanston’s 17,000 homes and 850 
business establishments are being 
canvassed by 700 workers, who are 
urging householders and business 
men to take care of their normal re- 
quirements through expenditures for 
home, personal and business pur- 
poses. Pledge cards indicating the 
amounts to be spent and the periods 
within which the expenditures are to 
be made are signed by citizens and 
turned in to headquarters by the 
workers. 


No Commercial Angle 


Graham Patterson, vice-president of 
Christian Herald, who is general 
chairman of the community effort, 
and is given credit for having devel- 
oped much of the sales strategy 
which has been incorporated into it, 
has emphasized the fact that there 
is no commercial tie-up of any kind, 
and that those who pledge expendi- 
tures are not asked to buy in Evan- 
ston, nor are they asked to pur- 
chase any particular class of com- 
modity. On the other hand, normal 
expenditures of any and all kinds, 
including those for recreation and 
relaxation, are encouraged. 

The pledge which is used in the 
campaign is as follows: 

“I pledge myself to the principle 
of normal spending. I firmly believe 
that if I spend whatever extra I can, 
but always within my means, right 
now, I will be helping myself, my 
neighbors, the whole community. 1 
will be doing my share toward the 
return of prosperity.” 

The advertising committee of the 
Evanston Emergency Plan is com- 
posed of the following well-known 
Chicago advertising men: 

J. J. Louis, Needham, Louis & 
Brorby, Inc., chairman; John P. 
Roche, Roche, Williams & Cunnyng- 
ham; Miller Munson, Henri, Hurst 
& McDonald, Inc.; Harlow P. Rob 
erts, the Pepsodent Company; Ar- 
thur H. Ogle, of Bauer & Black, and 
Edward E. Werner, Plumer, Inc. In 
addition, Edward H. Gardner, of the 
J. Walter Thompson Company, is 
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April 30, 1932 


chairman of the publicity committee, 
and Robert J. James, Jr., advertising 
manager of the Lord Store, Evanston, 
is chairman of the local advertising 
committee. 

The advertising which has been 
published is a professional job, copy, 
layout and typography having been 
handled entirely by the committee. 
Full pages in the Evanston News- 
Index have appeared three times a 
week, in space donated by the news- 
paper, and pages have been run in 
each issue of the Evanston Review, 
North Shore Shopper and Shoppers’ 
Review, weekly publications. Post- 
ers and moving-picture trailers have 
also been used, 

A typical piece of copy is headed, 
“You're the Other Fellow,” and con- 
tinues: 

Time for Action 


“No longer can we evade issues 
on the ground of ‘letting the other 
fellow’ do it. For he feels the same 
way about it. Consequently we are 
‘the other fellow.’ 

“All of us must put our shoulders 
to the wheel. All of us must spend 
money for the things we need. We 
must make the needed repairs to 
the house—paint it on the outside, 
decorate it on the inside. We must 
fix up the yard. We must buy the 
things we need for ourselves and our 
families. 

“There is no alternative. We 
must spend—not foolishly, not waste- 
fully, nor out of keeping with our 
resources. But spend we must for 
the things we have been putting off 
for so long and for which we have 
been saving so carefully. 

“Never in our lifetimes have prices 
been so low—never have our dollars 
been able to buy so much. For what 
then are we waiting? 

“And as we do—as we join Evan- 
ston’s great movement to ‘fix up and 
clean up’—as we sign the pledge to 
be presented by one of our neigh- 
bors—we will lift untold burdens 
from the sholders of worthy families 
—we will provide employment for 
fathers and husbands—we will give 
much needed relief to merchants, 
clerks, artisans and workmen. 

“Was there ever a more worthy 
cause? Was there ever a better 
chance to profit selfishly and to help 


Get this 


New Book 


Dramatize your advertising . . . give 
it modern style and selling punch! This 
interesting book, with its original 
layouts, designs, decorations, helps 
you in a thousand ways. Pays for 
itself on a single job. Saves time, 
money. Nothing else like it. To see 
it is to know its value. Price, $1.50. 


Sent on Approval 


Send today for the Champion Book 
of Decorative Material No. 2...then, 
if you feel you can do without it, 
return in a week, bill will be can- 
celled. Write your name and address 
in the margin below and mail to... 


The Champion Coated Paper Co. 
, Hamilton, Ohio 


THEIR COPY MAKES 


Patterson, Chr 


our neighbor, our city and our na- 
tion? 

“Evanston’s Emergency Plan is no 
half-baked scheme. It works. It 
has benefited other communities. It 
will ours if we all get back of it 
whole-heartedly. 

“But don’t forget! It’s up to you. 
You are ‘the other fellow.’ ” 

Mr. Patterson told ADVERTISING 
AGE that reprints of the advertise- 
ments and complete details regard- 
ing the plan will be supplied on re- 
quest to advertising men elsewhere 
who desire to investigate it or to put 
it into action in their own communi- 
ties. 


Circulations of 
Curtis Papers Up 


The three magazines of the Curtis 
Publishing Company started 1932 
with the highest circulations in 
their history and have maintained 
that level, the annual report of Cy- 
rus H. K. Curtis said. 

“No departure has been made from 
circulation policies heretofore fol- 
lowed,” said Mr. Curtis. “All forms 
of cut-rate or scheme circulation, 
tending to increase volume at the 
expense of quality, have been 
avoided.” 


Albert Frank Moves 


on 60th Anniversary 


Albert Frank & Co., New York, 
celebrated their 60th anniversary this 
week by opening new offices in the 
Sixty Wall Tower Building, 70 Pine 
street. 

It specialized in financial and 
transportation for many years after 
its formation in 1872, but later added 
general accounts. 


Handkerchiefs Used 
in New Wrigley Deal 


Wm. Wrigley, Jr. Co., Chicago, is 
using a well known handkerchief in 
its latest dealer deal. 

For 14 cents above the regular 
price of three boxes of gum, the 
dealer gets six handkerchiefs, which 
he may use as he sees fit. 


Maj. John S. Cohen 


Becomes U. S. Senator 


Governor Russell, of Georgia, has 
appointed Maj. John S. Cohen, pub- 
lisher of the Atlanta Journal, United 
States Senator until next November. 

Major Cohen will fill the vacancy 
created by the death of William J. 
Harris. 


King Is Promoted 


Following changes in the advertis- 
ing department of the Chicago Trib- 
une, Harry King, Western represent- 
ative of the Eastern advertising de- 
partment, has been appointed West- 


APPEAL TO REASON 


These authors of the advertising behind the Evanston (lIll.) Emergency Plan are, above, Miller Munson, 
Henri, Hurst & McDonald; J. J. Louis, Louis, Needham & Brorby; John P. Roche, Roche, Williams & 
Cunnyngham; Arthur H. Ogle, Bauer & Black; below, Harlow P. Roberts, Pepsodent Co.; Graham 


istian Herald, and Edward E. Werner, Plumer, Inc. 


A.A.A.A. Issues 
Seventh Survey 
of Newspapers 


New York, April 29.—Several new 
features are included in the Phila- 
delphia Newspaper Reader Survey, 
just published by the American As- 
sociation of Advertising Agencies, ac- 
cording to Stewart L. Mims, chair- 
man of the committee on research, 
although method and form are simi- 
lar to the New York, Detroit, Wash- 
ington, Boston, St. Louis and Butf- 
falo survey which preceded it. 

“For the first time,’”’ said Mr. Mims 
in his report to A. A. A. A. members, 
“net coverage is shown for all com- 
binations of three daily papers and 
for the three Sunday papers. 

“The tables showing overlapping 
by pairs of newspapers have been en- 
larged, giving both the total cover- 
age and net coverage of each pair. 

“The following classes of families 
in the combined urban and suburban 
area are analyzed by income groups: 

“(1) Non-Newspaper reading fam- 


ilies; (2) families reading foreign 
language papers only; (3) those 
reading English language papers 


other than Philadelphia papers. 

“The report also shows the dis- 
tribution of interviews by districts 
and communities. 

“Publishers of all English lan- 
guage newspapers in Philadelphia 
were invited to participate in the 
survey. The Bulletin and the Cur- 
tis-Martin Group accepted and agreed 
to participate in the cost.” 

In accordance with the Associa- 
tion’s usual policy copies will be 
made available at $10 each to those 
who can properly use them. 


Union Indemnity Wins 
Prize for Campaign 


Union Indemnity Co., New Or- 
leans, won first prize in a_ trade 
journal advertising competition at a 
regional meeting of the Insurance 
Advertising Conference at Dallas, 
Texas. 

William B. Wisdom is advertising 
manager. 


Nolan in Oven Field 


Owen J. Nolan, who spent 20 years 
with Albert Pick-Barth Co., institu- 
tional supply house, Chicago, has 
become general manager of Hub- 
bard Portable Oven Co., Chicago. 


Schaeffer on Leave 


Herbert R. Schaeffer, of Erwin, 
Wasey & Co., New York, has been 
granted sick leave for a sinus op- 


ern national manager. 


eration in May. 


POSTAL TO SELL 
HAMMOND CLOCK 


New York, April 28.—The Postal 
Telegraph Sales Corporation, an af- 
filiate of Postal Telegraph, has been 
appointed exclusive distributor of a 
new electric clock for stores, offices, 
factories, manufactured by the Ham- 
mond Clock Company, Chicago. 

Merchandising operations will util- 
ize the facilities and personnel of 
40,000 Postal Telegraph offices in the 
United States and Canada and an 
equal number of agencies. 

Advertising of the office clock, as 
well as the regular line, will be in 
charge of the Chicago office of Erwin, 
Wasey & Co., whose appointment was 
announced this week. 


General Foods’ Net 
Declines to $4,433,000 


Net profit of General Foods Corp., 
New York, for the quarter ended 
March 31 amounted to $4,433,775, 
compared with $5,572,399 for 1931. 

This amount does not include Gen- 
eral Foods’ portion of undistributed 
earnings of Best Foods, Inc., which 
began business Jan. 2, 1932. 


Needham & Grohmann 
Offer $400 Prize 


Needham & Grohmann, New York 
agency specializing in hotel adver- 
tising, have offered $100 a year for 
four years for the best annual paper 
on the hotel press by a student tak- 
ing the hotel course at Cornell Uni- 
versity. 

The winner will be announced each 
June. 


Helfat With Agency 


Arthur M. Helfat, formerly with 
the Haire Publishing Co., has joined 
Norman D. Waters & Associates, New 
York agency. as account executive. 


Gets Ludlum Steel 


Wm. B. Remington, Inc., Spring- 
field, Mass., has been appointed by 
Ludlum Steel Co., Watervliet and 
Dunkirk, N. Y. 


Jordan Transfers 


After two years as executive vice- 
president of the Gardiner & Wells 
agency, Frederick Jordan has joined 
Churchill-Hall, Inc., New York. 


Hyde With G. O. 


Earl N. Hyde has returned to the 
outdoor field as Detroit market rep- 
resentative of General Outdoor Ad- 
vertising Co. 


STANDARD OIL 
SPONSORS NEW 
TOURIST PAPER 


New York, April 29.—Next week 
four Standard Oil companies operat- 
ing in 16 eastern and southern states 
will release the first issue of Tours 
and Detours in a new promotional 
plan to reach tourists within the 
states they cover. 

The paper has four pages. 
type page is 10x14. 

Tours and Detours, a publication 
of the General Drafting Co., Ine., 
New York, describes attractions for 
tourists and gives a map showing 
current road conditions in the terri- 
tory covered. It is distributed free 
through Standard Oil filling stations. 

The companies distributing Tours 
and Detours are Standard Oil Com- 
pany of New Jersey, covering New 
Jersey, Delaware, Maryland, West 
Virginia, Virginia, North Carolina, 
and South Carolina; Standard Oil 
Company of Pennsylvania, covering 
Pennsylvania; Standard Oil Com- 
pany of Louisiana, Louisiana, Ar- 
kansas, and Tennessee; Standard Oil 
Company. Incorporated in Kentucky, 
covering Kentucky, Mississippi, Ala- 
bama, Georgia, and Florida. 

The New Jersey company has 
placed the largest single order with 
the General Drafting Co., planning 
to distribute several hundred thou- 
sand copies of Tours and Detours 
dealing with the northern part of 
its territory. 


The 


Monthly in Summer 


An issue will be brought out each 
month between May and October, giv- 
ing the latest road changes and new 
editorial matter. 

The sponsoring oil company’s 
brand runs across the top of Page 2. 
On the cover is an amusing H. 
Roberts Armstrong photograph of a 
little girl telling the filling station 
man to “fill ’er up with Esso.” 

All editorial matter is localized. 
The map on Page 4 is changed 
monthly, based on constant check-ups 
of road conditions by experts. 

No advertising matter appears in 
the paper, good will being the objec- 
tive. The publication refers readers 
with special problems to the Stand- 
ard Touring Service, 26 Broadway, 
New York. This is a special organi- 
zation created by Standard Oil Com- 
pany of New Jersey. 


G. H. Durston Joins 
Mortimer W. Mears 


Gilbert H. Durston, former adver- 
tising manager of Mohawk Carpet 
Mills, has become vice-president of 
Mortimer W. Mears, Inc., St. Louis, 
in charge of sales. J. A. Gollin has 
been appointed director of marketing. 

New accounts: Vestal Chemical 
Co., St. Louis, to use newspapers and 
trade papers; Key Boiler Equipment 
Co., East St. Louis, trade papers and 
direct mail; Essmueller Mill Fur- 
nishings Co.; Hyde Park sales divi- 
sion, Vulrox Mfg. Co., powdered 
malt, newspapers. 


Commercial Photos 


Eligible for Fair 


Prints for the fifth Chicago inter- 
national photographic salon at the 
1933 Century of Progress must be re- 
ceived at the Chicago Camera Club, 
137 N. Wabash avenue, by March 1, 
1933. The Chicago Tribune, Chicago 
Daily News, Eastman Kodak Co., and 
others are sponsoring the event. 

There will be four divisions, of 
which photographs made primarily 
for advertising are one. 


WMAQ to Move 


Station WMAQ, Chicago, will move 
to the Merchandise Mart May 7, 
joining the National Broadcasting 
Company there, but continuing as 
the Chicago Daily News station. 


N. Y. Agency Moves 


Hommann, Tarcher & Sheldon, New 
York, have taken the entire 44th 
floor at 500 Fifth avenue, the tele- 
phone number being Chickering 


4-0870. 
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RADIO PROGRAM 
SHOULD FIT THE 
PRODUCT: CARTER 


Chicago, April 28—Radio pro- 
grams should be written especially 
for the products .advertised, instead 
of being ready-made, with a commer- 
cial announcement merely tacked on, 
asserted John Archer Carter, of the 
radio department of the J. Walter 
Thompson Company, in a talk before 
the Chicago Advertising Council to- 
day. 

Furthermore, radio copy should be 
written by specialists in writing for 
the ear, because, Mr. Carter empha- 
sized, the technique of writing for 
the eye is so different that the pub- 
lication copy-writer cannot do a good 
job when he switches to radio copy. 

“When the radio program is at- 
tuned to the product,” Mr. Carter told 
his audience, “the entire program 
will be selling indirectly the ideas 
the advertiser wants to put across. 
There is no reason why the program 
should be written independently of 
the advertiser’s message, thus mak- 
ing it necessary to do the entire sales 
job through the commercial. 

“IT believe it is more difficult to 
write good publication copy than a 
good radio commercial announce- 
ment, but the two tasks are so dif- 
ferent that it is a mistake to have 
the same writer attempt both.” 


Build 


Interest First 


In writing commercial announce- 
ments, it is unwise to mention the 
name of the product too soon, before 
building up interest in what it can 
do. Length of the announcement is 
not so important as the way it is 
presented. 

While fan mail is unimportant, 
real inquiries can be had if they are 
gone after, he said. If a gift is 
offered, it should be worth while, 
something should be done to make 
the audience want it, and it should 
be clearly explained how it may be 
obtained. Mr. Carter favors spelling 
out names and addresses, “because 
the United States is congested with 
scandalous spellers.” 

“Most successful radio programs,” 
he concluded, “are built around lov- 
able personalities. They reach into 
lives that are emotionally starved, 
and bring not only enjoyment and 
vicarious romance, but a feeling of 
fiiendly contact. The mission of 
radio, I believe, is to make people 
happier, and that is why so many 
people connected with it feel that 
they are doing something worth 
while.” 


Frothingham Will 
Head Coast Club 


Roy Frothingham, sales promotion 
manager, National Broadcasting Co., 
has been nominated as president of 
the Advertising Club of San Fran- 
cisco by a committee headed by Fred 
Kerman. The slate: 

Vice-president, Earl Weller, Pacific 
Coast manager, Campbell-Ewald Co.; 
secretary, Elmire Goldthwaite, Sher- 
man & Clay Co.; treasurer, Charles 
F. Pritchard, Bonesteel & Co.; 

Directors: Harrison Holliway, 
manager, Station KFRC; F. Douglas 
McPhee, Western Advertising; Na- 
than Danziger, Langendorf United 
Bakeries; J. Charles Jordan, Pacific 
Gas & Electric Co.; Carl Eastman, 
Pacific Coast manager, N. W. Ayer 
& Son. 


Outdoor Secretaries 


Form Organization 


Don V. Daigneau, Austin, Minn., 
has been elected chairman of a per- 
manent organization of secretaries of 
state and regional outdoor advertis- 
ing associations. These officers pro- 
vide liaison between the national and 
state bodies. Other officers: 

James E. Cassaday, Knoxville, 
Tenn., vice-chairman; John M. Paver, 
Chicago, secretary; H. E. Fisk, Chi- 
cago, treasurer. Others on the board 
are C. W. Burrell, Providence, R. I.; 
J. S. Phillips, San Antonio; Tom 
Nokes, Johnstown, Pa., and Fred E. 


CALLED TO EAST 


Walter L. Stocklin, who has left J. 
Walter Thompson Company, Chicago, 
to join the art department of Benton 
& Bowles, New York. Walter O’Meara, 
of Lord & Thomas and Logan, Chi- 
cago, has been added to the copy 
staff of Benton & Bowles. 


Teach Pilots 
To Sell, Plan 
Of Boat Trade 


Chicago, April 29.—The salesman- 
pilot is a new but important figure 
in the motor boat field, it was re- 
vealed at the third annual boat show 
here this week. 

Dealers reported that many sales 
are consummated on week - end 
cruises, the customer being unaware 
that the attendant is as skilled in 
salesmanship as in piloting. He 
reaches many who scorn free dem- 
onstrations. Many dealers are now 
featuring cruises. 

E. S. Sabin, general sales man- 
ager, Chris-Craft Corp., Algonac, 
Mich., said his company’s 1932 cam- 
paign pays first attention to the 
landsman or boating novice. 

Brooke, Smith & French, Detroit, 
are placing copy in Time, Saturday 
Evening Post, National Geographic 
Magazine, Popular Mechanics, Out- 
door Life, Field and Stream, Hunt- 
ing and Fishing, American Boy and 
Youth’s Companion, as well as Mo- 
tor Boating, Yachting, Rudder and 
Power Boating. 

The landsman copy strikes a key- 
note in the headline, “Come on Fam- 
ily, the First Annual Vacation Cruise 
Is Starting.” It discusses the pleas- 
ures and possibilities of cruising, 
economy of living on the boat dur- 
ing the summer, accomodations, ease 
of handling and safety. The copy in 
boating magazines emphasizes im- 
provements. 

The advertising was merchandised 
to dealers as a deal, purchase of one 
or more of the new models entitling 
the distributor to the inclusion of his 
name and address in the copy, to- 
gether with a personalized direct 
mail campaign. 


Cigar Manufacturers 


Must Drop “Havana” 


The Federal Trade Commission has 
ordered four Pennsylvania manufac- 
turers to stop using “Havana” to de- 
scribe cigars not made of Cuban to- 
bacco. 

The order also provides that “Ha- 
vana” may not be applied to cigars 
made in part of Cuban tobacco un- 
less accompanied by an equally con- 
spicuous statement indicating they 
are not composed wholly of Cuban 
tobacco. 


“Times” Gets Cup 


Named as the best all-around coun- 
try newspaper in South Texas, the 
Mission Times was awarded a silver 
cup by the South Texas Press Assn., 
meeting at San Antonio. V. F. Davis, 
Thorndale Champion, was elected 
president. 


Wise Shoes Appoints 
Wise Shoes, national chain of re- 
tail women’s shoe shops, have placed 
their advertising with Hirshon-Gar- 


Trainer, Ackley, Ia. 


field, Inc., New York. 


ADVERTISERS, 
DEALERS BACK 
COTTON WEEK’ 


New York, April 29.—Retailers in 


all lines, hungry for promotion with 


a broad appeal, will throw their ef- 
forts behind National Cotton Week, 
May 16-21, on an unprecedented 
scale, the Cotton-Textile Institute 
announced. 

“In 1931, observance was largely 
confined to department stores and 
women’s’ specialty shops,” said 
Charles K. Everett, manager of the 
New Uses Section. 

“This year, it will attract extraor- 
dinary support from grocery, drug, 
shoe and men’s wear stores as well. 
Chains as well as independents will 
co-operate. 


Offer Cotton Clothing 


“Important interests outside of our 
own industry, such as Lever Broth- 
ers and other soap manufacturers, 
sugar refiners, salt producers and 


POSTER FOR WEEK 


*NATIONAL*« 
*COTTON*~ 
*WEEK*~ 
_MAY 16-21 


“, 


USE COTTON 


others, will advertise National Cot- 
ton Week.” 

Mr. Everett said men’s wear stores 
will feature men’s cotton suits and 
white duck slacks during the week. 
Progress has been made in creating 
acceptance of cotton fabric shoes for 
women, and Laird, Schober. & Co., 
I. Miller & Co., and other manufac- 


turers are offering cotton fabrics in 
spring and summer lines. 

The Institute is making this rec- 
ommendation to grocers: 

“For National Cotton Week, see 
that your groceries in cotton bags 
are properly featured. In this de- 
partment, you can profit by promot- 
ing flour, sugar, potatoes, citrus 
fruit, nuts, onions, etc., packaged in 
cotton bags. Your customers prefer 
these containers for their sanitary 
value as wrappings and also for their 
re-use value in the home.” 

The Pennsylvania Railroad will 
use cotton menus in its dining cars 
during the week. 

The Cotton-Textile Institute is 
providing a large assortment of 
dealer helps, as well as an array of 
ideas for the promotion. 


Agency Adds Accounts 


Freeze-VogelCrawford, Inc., Mil+ 
waukee, has two new clients in 
Briggs & Stratton Corp., gasoline mo- 
tors, keys and locks, and automotive 
equipment; and Wetterling’s, Mil- 
waukee sausage maker. 


An-F o to Brisacher 


An-Fo Mfg. Co., Oakland, Cal., in- 
secticides, has placed its advertising 
with Emil Brisacher and Staff, San 
Francisco. Coast newspapers and 
farm papers will be used. 


ust how much 


is the econsumer’s de- 
mand for “services” 
eutting into his pur- 
ehases of commodities 


NCREASING consumption of ser- 
vices— that’s the outstanding 
feature of change in the national 
standard of living in the past 12 


years. This trend was established in the first 
study of ‘“The American Consumer Market”’, 
published in last week’s issue of The Busi- 
ness Week. 


But just how far has that shift in buying 
habits gone? At just what rate is it being 
made, year after year? Furthermore, after 
all payments for government services (taxes) 
and for investments (savings), how great a 
share of the consumer’s dollar goes for pur- 
chase of strictly commercial services? To 
what exact extent does the shift in buying 
habits apply to the domestic consumer 
markets when the figures for foreign pur- 
chases are deducted? 


It’s of vital importance to business men to 
know the answer to these questions. Without 
these answers, they certainly can’t form a 
clearly-defined picture of the present actual 
market for commodities as distinct from the 
market for “‘services”’. 


As the next step in helping business to get 
clearer pictures of its true consumer market, 
The Business Week will give concrete an- 
swers to these important questions in the 
second of its twenty studies of ‘“The Ameri- 


can Consumer Market’’. This second study 
appears this week (May 4th Issue). 


Nobody dealing with the consumer market 
can afford to miss reading this series of 
twenty studies. The series as a whole isn’t a 
study of sales in a certain type of store or a 
certain-sized city—it isn’t a projection of 
fragmentary data—it is a study of the ex- 
penditures of our entire population over the 
period from 1919 to 1930. And it covers just 
about everything the American people buy— 
roughly, about a thousand items. 


No matter what your business, this series of 
studies will throw new light on your prob- 
lems—will help you to a better understand- 
ing of the markets in which you are in- 
terested. The subscription rate to The 
Business Week is $7.50 per year; $10.00 
in Canada. 


THE BUSINESS WEEK 


330 West Forty-Second Street 


Where are the Consumer’s by 


« You'll find the answer in the series of 20 
studies,‘“‘The American Consumer Market’} 
now running in The Business Week. 


New York City 


Dollars Headed ? 
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The Return of John Willys 


The newspapers have recorded the 
interesting and important news that 
John N. Willys has resigned as 
United States ambassador to Poland, 
and is about to resume the active di- 
rection of the business of the Willys- 
Overland Company, pioneer automo- 
bile manufacturers of Toledo. 

This is good news for the com- 
pany, for the automobile industry 
and for the public. Mr. Willys is one 
of the most interesting men in a busi- 
ness filled with able and picturesque 
leaders, and he will bring to the 
company the vigor and skill in 
manufacturing and merchandising 
which every company needs in great- 
est degree this year. 

With a probable smaller volume of 
motor car sales than anticipated in 
prospect for the remainder of 1932, 
competition for the available busi- 
ness is sure to be keen, and each 
company needs its best brains and 
its greatest strategists. 

Good products, supported by bril- 
liant sales and advertising efforts, 
are being offered the public by prac- 
tically all of the manufacturers in 
the industry, but there is no doubt 
that the addition to the ranks of 
such a proven and experienced cam- 
paigner as Mr. Willys will do much 
to stimulate his own organization to 
greater success. 

ADVERTISING AGE believes ‘the re- 
turn of Mr. Willys to the company 
with which his name has been asso- 


ciated practically since the beginning 
of the industry is worthy of com- 
ment, if only because it is typical of 
what is going on in many other 
businesses all over the country. One 
of the best reasons for encourage- 
ment with regard to the business out- 
look is that able executives of this 
type are again buckling into the 
harness and lending their talents to 
the direction of the enterprises for 
whose success they have been chiefly 
responsible. 

While retirement, whether to 
political and civic activities or to 
sports and recreation, is in the back 
of the mind of every successful busi- 
ness man as he reaches his later 
years, the greatest satisfaction he 
can experience is in assuring maxi- 
mum prosperity and success for his 
company and those who are depend- 
ent upon it. There need be no regret 
in the minds of men like Mr. Willys 
because they have turned their backs 
on satisfactory achievements in other 
than business fields. 

Mr. Willys has been responsible in 
years gone by for some of the most 
spectacular and successful advertis- 
ing the motor car industry has 
known, and it will be interesting to 
see how he employs the publicity 
forces at his command to improve 
the position of his line. That 
Willys-Overland merchandising will 
be well worth watching there is little 
room to doubt. 


Advertising At the World’s Fair 


Several months ago ADVERTISING 
AGE published the news that a com- 
mittee had been organized for the 
purpose of planning and organizing 
an exhibit of advertising at the Cen- 
tury of Progress Exposition in Chi- 
cago in 1933. 

Inquiries recently regarding de- 
velopments with reference to what 
should be an interesting and valuable 
contribution to public knowledge and 
appreciation of advertising have not 
indicated the sort of progress which 
will be necessary if the business is 
to be properly represented at the fair. 

With the opening of the event 
which will bring millions of people 
to the exposition, an event organized 
for the purpose of portraying vividly 
the progress associated with modern 
developments, of which advertising 
is peculiarly characteristic, only a 
little more than a year away, the 
time seems to be none too great to 
enable all of the necessary work to 


= he 


be done to assure a presentation of 
advertising on a scale and in a man- 
ner that will be in keeping with the 
general picture and specifically help- 
fu! to advertising and the public. 

It is possible that the great multi- 
plicity of advertising interests is one 
of the reasons for apparent delays in 
ccompleting organization and estab- 
lishing responsibility. Advertisers, 
agencies, publishers, paper manufac- 
turers, radio and outdoor interests, 
manufacturers of materials and serv- 
ices used in advertising—all of these 
have a direct interest, but it seems 
to us that those who are exclusively 
in the advertising business and de- 
pend directly upon it have the most 
at stake and therefore should be most 
concerned with the development of 
an adequate exhibit. 

We hope the news from the ex- 
position on this subject in the imme- 
diate future will be more definite and 
more reassuring. 


Information 
forAdvertisers 


The following documents may be 
secured without charge by any na- 
tional advertiser or advertising 
agency from the publishers sponsor- 
ing them, or through ADVERTISING 
AGE, 


383. Standard Market Data and New 
Information About St. Louwis. 


Though issued in new format, this 
is the 12th edition of an annual study 
of “the billionarea” by the St. Louis 
Post-Dispatch. One of the striking 
facts developed is the relatively small 
number of cliff dwellers in St. Louis, 
a big majority of families either 
renting or owning homes. Families 
in apartments number 29,532; fami- 
lies in a single dwelling, 137,631; 
families owning homes, 98,7238; fami- 
lies renting homes, 171,148. Another 
index, value of manufactured prod- 
ucts, is equally impressive, with 
$1,541,953,000. 


384. Building Business with Atlantic 
Bond. 


This folder by Eastern Manufactur- 
ing Company discusses the advertis- 
ing possibilities of letterheads and 
indicates with samples that many 
business houses are realizing the op- 
portunities in this direction. 


373. Importance of the Small Town 
to a Transcontinental Railroad. 


This is probably the briefest pro- 
motion piece on record, containing a 
total of five pages. It is chiefly the 
story of the Atchison, Topeka and 
Santa Fe Railway Company, as re- 
lated by its president, William B. 
Storey, who said, “Without the small 
towns there would be no Santa Fe.” 
The small towns account not only 
for $15,415,125,000, or 31 per cent of 
the total retail business of the coun- 
try, but for a considerable share of 
the retail volume done in cities, the 
booklet asserts. The publisher is 
the Household Magazine. 


342. Where-to-Buy-It Service. 


For many years, advertisers have 
been struggling with methods of ty- 
ing their advertising up with the lo 
cal dealer. The number of plans 


| suggested to this end ran into large 


numbers. The American’ Telephone 
& Telegraph Company and associated 
concerns apparently have really 
solved the problem with their Where- 
to-Buy-It service in local classified 
telephone books. The company’s new 
brochure explains in detail how 
brand names which have been burned 
into the consciousness of consumers 
are translated into the tinkling of 
the local dealer’s cash register. 


263. The Farm Market, 


In a series of cartograms, The 
Farm Journal, Philadelphia, gives 
some of the high spots of the farm 
market, including income by states 
in 1930, value of farm implements 
and machinery by states, and value 
of farm buildings. 


301. Measuring Farm Coverage. 


This is one of a series of promo 
tion pieces issued by The Farm 
Journal. It urges R. F. D. as the 
basis for selecting farm mediums on 
the ground that when advertisers 
use farm papers it is because their 
products are purchased exclusively 
or largely by farmers, or because 
they already have heavier coverage 
of city than of country families and 
desire to balance their advertising. 


347. Presenting a New Rate Card 
and Explaining Needlecraft’s 
two Year Plan. 


This is Needlecraft’s own story of 
its 10 per cent rate reduction and a 
brand new type of space discount. 
It starts out with a recital of how 
the magazine revised its circulation 
methods with such startling success 
that it decided to extend the new 
plan to the advertising department. 
In other words, advertisers who help 
Needlecraft simplify its selling job 
are rewarded with an extra discount. 


SUGGEST NEW ADVERTISING MEDIUM 


E - 


FLOATING POWER - FREE- WHEELING - 
THREE GEARS FOR THE RED- 
WHITE ANDO BLUE - 


ByY Now! 


VU. SeAc 


DRG 


THE BETTER CiGARET! 
GET Smotre Conscious! 


Uo SeBe 
Rest POLITICIANS 


BEST STILLS- CHEAPEST 
BOOZE - susT Try ‘7? 


With Guatemala using postage 


ze Vs _~Dhmine] 
TUNE. IN ON OUR RADIC 
PROGRAMS FOR OUR COMPLETE 

LINE OF ADVERTISING PATTER! 


VS 


New York World-Telegram 


stamps to advertise the nation’s 


coffee, the New York newspaper passes the idea along to Uncle 
Sam with these possibilities. 


Voice of the Advertiser 


Free Wheeling 


To the Editor: Because it capi- 
talizes “free wheeling,” than which 
no other phrase is being harder 
worked, we are bringing to your at- 
tention our advertisement in business 
papers of the warm air heating and 
air conditioning industry. 

The Clatfelter Advertising Agency 
is in charge of this campaign. 


F. E. MEnRINGS, 
Genl. Mgr., Meyer Furnace, Co., 
Peoria, Ill. 


7 F F 


Wrong Agency 

To the Editor: The illustration 
captioned “Photograph Tells Dra- 
matic Story,” in your issue of April 
23 was credited to the wrong agency. 

The picture was made for Dwight 
Reynolds, art director of Sidener, Van 
Riper & Keeling, Inc., Indianapolis, 
for use in the advertising of Amer- 
ican Brake Materials Corp., Detroit. 


FRANK M. LEwIs, 
Sales Mer., Underwood & Underwood, 
Chicago. 
v v v 


When a Feller 
Finds a Friend 


To the Editor: Thanks for the 
editorial describing the services of 
this Bureau of the Department of 
Commerce and pointing out its use- 
fulness. 

It caused much favorable comment 
and I want to express our apprecia- 
tion. 

Kent K. Korner, 
Marketing Service Division, 
Bureau of Foreign and Domestic 

Commerce. 


> 


Ruined by a Blonde 


To the Editor: ADVERTISING AGE of 
April 23 brought me a surprise. Be- 
sides a fine reproduction of one of 
my newest illustrations—slim blonde 
taking a shower—I see myself styled 
Bet-ram instead of Bertram. But 
it’s a safe bet the Powers Regulator 
Company will be more surprised to 
find they have gone to Paris! 

Were you thinking of garters? 
Or does Powers pronounced the Lon- 
don way sound like Paris? 

I’ve had so much comment anent 


DIRECT QUESTION 


THE MEYER FURNACE 
COMPANY LINE IS ; ARE You 
FREE WHEELING”? 
. 

And in this Creat 
“Golden Year of the WEIR” 
iit Meyer Furnace Company 

PLORIA, BLINO® 


the prize beauty in the bath since 
her debut in ADVERTISING AGE that 
I’m beginning to believe in signs— 
particularly if they are misspelled. 
Yours for beauty and excellent 
plumbing, 
BERTRAM D. BASABE, 


Chicago. 


7 * ® 


Getting Cash to Chicago 

To the Editor: I have your invi- 
tation to pin a dollar bill to a letter 
for my subscription renewal. I send 
dollar bills to Chicago only in ar- 
mored cars and with a gang of 
guards! 

But if you deposit the enclosed 
check pronto the bank will probably 
forward said dollar properly escorted. 

Cheerily yours. 


S. RoLanp HALL, 
Charis Corp., Allentown, Pa. 


> 2 


Prophecies of 1931 

To the Editor: From ADVERTISING 
AGE, June 20, 1931: 

“IT am willing to stake my reputa- 
tion,” said Roger W. Babson, “that 
although the change will be slow, it 
will be in the right direction.” 

For Heaven’s sake! 


J. B. PATTERSON. 
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ADVERTISING AGE 


co al, eae 


Ethyl will match Li 
Reader Interest 


: ig.” “is 2 


Tet tt PO 


intllns SEE 


HE current issue of Liberty (April goth) announces 
TL. newer standard of Ethyl. It is a better quality 
gasoline. It gives acceleration, mileage, and freedom 
from carbon troubles to a degree amazing even to old 
time Ethyl enthusiasts. Its performance is guaranteed 
by double test and inspection—something no other fuel 


has ever offered. 


America is going to hear about this new standard of 
Ethyl through 124 magazines including Liberty (Amer- 
ica’s Best Read Weekly). It seems fitting that the Ethyl 
story should be matched by a medium of Liberty’s reader 


interest. 


Just as all surveys show that Ethyl users are Ethyl 
fans, so do the 6 Gallup Surveys* show that Liberty 
readers give 23% to 142% more attention to advertise- 


ments in Liberty. 


By the manner in which Ethyl sales are climbing, 
one must realize that people are finding it pleasant to 
spend more and more time out on the highways. That 
means time taken away from magazines and magazine 
advertisements. This situation may not be measured 
through a magazine that comes into a home on a sub- 
scription. But with 99% of Liberty’s circulation bought 
copy by copy, 99% of its copies must go to persons who 


have the time and desire to read. 


It is understandable, therefore, why the 6 Gallup 
Surveys* should show advertisements in Liberty enjoy- 
ing about double the normal attention value. Thus, the 
problem that Ethyl creates, Ethyl solves by giving Lib- 


erty its maximum schedule. 


Liberty. 


x The 6 Gallup Surveys were 
made lastsummerin Spring- 
field, Mass., Philadelphia, Pa., 
Greensboro, N. C., Columbus, O., 
Topeka, Kans., Sioux Falls, S. D., 
by Dr. George Gallup and hisstaff. 
Dr. Gallup is Professor of Journal- 
ism and Advertising at North- 
western University. He used the 
method of studying reader inter- 
est for which he is famous. 

15,000 men and women were 
called on. Wherever readers of 
current issues of one or more of 
the 4 mass weekly magazines were 
found, they were conducted 
through the issue—page by page, 
asked to check every editorial and 
advertising item they had read. 

The Association of National Ad- 
vertisers observed the work of in- 


Some of Liberty’s 1932 Advertisers 


terrogation and tabulation in 3 of 
the 6 cities. 

Since the Gallup findings were 
published, they have been applied 
to numerous advertising lists. Re- 
quests are constantly being re- 
ceived for copies of the Report. 
Because Liberty’s First Quarter 
has just closed with advertising 
billing up 46% over the preceding 
Quarter, we are naturally inter- 
ested in distributing this Report 
to advertisers who have not yet ap- 
plied it to their 1932 plans. If 23% 
to 142% greater reader interest for 
your advertising seems worthwhile 
in view of current conditions, you 
are invited to write for your copy 
of the Gallup Report. Address 
Liberty, 420 Lexington Avenue, 
New York City. 


ADVERTISER PRODUCT 


Barbasol Company 
BordenCompany . 


‘ . Shaving Cream 
Eagle Brand Condensed Milk, 
Malted M ilk 
Bristol-MyersCo. Ingram’ eee Gem. F 

ream, Sal 


ngram’s 


Hepatica 
Brunswick-Balke-CollenderCo. . Billiard Tables 
California Packing Corp. Del Monte Products 
Chesebrough Mfg. Co. Vaseline Hair Tonic 
Fred G. Clark Co. Hyvis Motor Oil 
Cluett Peabody & Co... rr Arrow Shirts 
Colgate-Palmolive-Peet Co. Colgate § Palmoli: 


ADVERTISER PRODUCT 
Johnson & Johnson Tek Tooth Brush, Modess 
Kleenex Company . . * - - Klee: 
Kolynos Company . 

Kotex Company . ° 
Kroehler Mfg. Co. . ° 
Lambert Pharmacal Co. ” Listerine, Listerine Tooth- 
paste, Masso Brushes 
a Chemical Co. . . . Lavoris 
ver Brothers Com L Shavii Cream, 
Pifebuoy etme Soap, Rinse 
Lionel Corp. . Lionel Trains 


Shaving Cream 

Coty,Inc.. . . . . . Preparations 
Crosley Radio Corp. ——alw. . «| 
R. B. Davis Co. . fa = Cocomalt 
Jos. Dixon Crucible Co.. Ticonderoga Pencils 
Ethyl Gasoline Corp. . . . Ethyl Gasoline 
Ex-Lax Company ... . . . . Ea-Lar 
Forhan Company . . Toothpaste 
General Electric Co. Refrigerator, "Radio, Hotpoint 
Appliances, Photoflash Lamps, 

Hotpoint Electric Range 
General Foods Corp. Grape- N uls, Postum, Marwell 
House Coffee, Post’ 's Bran Flakes 
General Motors Corp. . Pontiac 
Gillette Safety er Co. " Gillette $ Probak Blades 
. . Auto Seat Covers 
Spaghetti, Baked Beans 


J. P. Gordon Co. . 
H. J. Heinz Co. . 
International Mercantile Marine . . . Travel 


International Silver Co. . Sterling Silver 


. America’s Best READ Weekly 


Company ° Shaving Cream, Tale for Men 
pee » - Salt 


Nyal Company _ ” Nyal Products 


Olson Rug Compan: * + © 6 « '» ne 
Park Chemical Co. Parko Automobile Polish 
Parker PenCo. . Fountain Pens, Ink and Desk Sets 
Pepsodent Company é Toothpaste 
Philadelphia Storage Battery ‘Co. . Philco Radio 
Phoenix Mutual Life Insurance Co. . Insurance 
Royal Typewriter Co. Tpoemare 
Seiberling Rubber Co. . 

A. Stein & Co. . Paris and Hickory Products 
Texas Company . é " i 
Veldown Company 

Wander Company 

G. Washington Coffee Refining C Co. 

Western Clock Co. . . 

W. F. Young, Inc. 

Zonite Products Co. . 
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ADVERTISING AGE 


April 30, 1932 


PROFIT MARGIN 
IS EMPHASIZED 
AT CONFERENCE 


Results of U.S, Drug Survey 
Are Presented 


St. Louis, Mo., April 29.—Drug- 
gists of the country will be able to 
determine the profit possibilities of 
each item more accurately than ever 
before, as the result of studies pre- 
sented at the National Drug Store 
Survey Conference here this week. 

Manufacturers may have to adjust 
margins where they do not seem to 
compare favorably with the stand- 
ards established by the survey. How- 
ever, the survey demonstrated that 
some items are unprofitable in spite 
of wide margins. 

Dr. Frank M. Surface, assistant 
director of the Bureau of Foreign 
and Domestic Commerce, said that 
in due time the Bureau will present 
retailers with a simple, practical 
method of determining the profit- 
ableness or unprofitableness of any 
given item in any store under the 
owner's conditions of doing business. 


Men Are Best Patrons 


The drug store was described as 
predominantly a man’s institution by 
Wroe Alderson, survey director of 
the U. S. Department of Commerce. 
He said men not only enter drug 
stores in larger numbers’ than 
women and children, but account for 
larger purchases. 

Mr. Alderson said the survey in- 
dicated that substitution takes up 
too much time to be profitable, and 
this discovery has caused many re- 
tailers to shift their advertising to 
private brands. 

“A large part of drug store vol- 
ume is derived from satisfying the 
casual impulse of the passer-by,” he 
continued, “Most drug store pur- 
chases would not be made if there 
was not a drug store handy in which 
to make them. 

“Most of the business coming to 
the soda fountain, candy, tobacco 
and sundries departments is of this 
type. Thus, while a certain portion 
of drug store volume is built on 
health needs, many of which are of 
of an emergency character, a larger 
part is based on a demand which 
needs to be created and which 
would not exist except for aggres- 
sive merchandising.” 


Importance of Location 


He said location is the most im- 
portant factor influencing either 
sales volume or operating costs. 

Not more than one out of eight 
customers buys more than one item 
on a single visit to a drug store. 
The average sale is between 30 and 
35 cents. 

“It has been said that the main 
purpose of the cut-price sale is to de- 
velop the consumer belief that a 
store sells on a low-price basis,” he 
said. “Considerable evidence has 
been collected that the cut-price 
sale does not stimulate the sale of 
other items. ; 

“Under aggressive merchandising, 
every effort is made to sell mer- 
chandise carrying higher margins, 
once the customer has entered the 
store to buy the advertised leaders, 
but apparently with slight success. 

“If the advertising is successful 
in creating a capacity crowd in the 
store, it automatically cuts down the 
opportunity of salesmen for direct 
suggestion or persuasion. 

“The result is that most of the 
time during the special sales is spent 
in passing out advertised leaders to 
customers who already know what 
they want and who have in many 
instances provided themselves with 
memorandum lists based on the pub- 
lished advertisement. 


Advertise Own Brands 


“Recognition of this fact is re- 
flected by the growing emphasis 


SUMMER OPERATING SUMMARY BY DEPARTMENTS OF ONE ST. LOUIS DRUG STORE 


{All tables for six months April 1-Oct. 1. Annual volume, $79,000) 


—Items— —Inventory— —Transactions— —Sales— —Gross Margin— 
% % % Jo % Turn- Average 

Number’ Total x Total Number Total $ Total $ Sales over Sale 

a I ccd secnanie nee 1,610 24.87 3,359.60 24.19 15,221 7.28 5,772.87 14.52 2,146.34 37.2 2.16 379 
ey I Gg ae Moe ee aan kas 258 3.98 538.42 3.88 5,296 2.53 1,480.65 3.72 816.59 55.2 2.47 .280 
“ME MOON nc cciccccverecece 1,307 20.19 3,914.47 28.19 12,228 5.85 5,408.98 13.60 1,795.86 33.2 1.85 .442 
eC ears ig Gals kaig bs wos 669 10.33 2,537.63 18.28 15,710 7.51 4,474.30 11.25 1,990.64 44.5 1.96 .285 
A 146 2.25 279.32 2.01 17,966 8.59 1,891.98 4.76 673.14 35.6 8.73 105 
oe od ew eh gebe been eee 177 2.73 767.19 5.52 35,363 16.91 5,232.06 13.16 879.13 16.8 11.35 .148 
SE. 4 oi oes nae 4,167 “a 11,396.63 oe 101,784 ota 24,260.84 cas 8,301.70 34.2 2.80 .238 
EI Le ete 145 2.24 508.44 3.66 104,390 49.92 12,808.66 SS re re 123 
et NN, Se ok weep 2,163 33.41 1,981.15 14.27 2,936 1.41 2,690.27 Siren see .916 
cS. ee 6,475 100.00 $13,886.22 100.00 209,110 100.00 $39,759.77 100.00 ~~ ....... $0.190 


HOW SALE OF HOSPITAL GOODS IS DIVIDED IN ONE DRUG STORE 


% 
% of Gross Margin Rate of 


No. of Avg. Inv No. of % ot Sales Avg. 
Items Value Trans. Total Volume Total TotalSales Turnover’ Sale 
i area oe haiené OUR MADE aS 84 $98.38 661 12.48 $159.90 10.80 48.9 1.66 .242 
IESE TEER ET EEC C EM TR Te 16. 32.14 706 13.33 119.97 8.10 50.6 3.69 At 
eOeNIer MUPEVETE, AGOOEE.. .... 2. ccc cccciccconncces 20. 35.40 45 85 39.68 2.68 42.2 1.29 882 
eer mews, Bottles, BYTINGSS .. 2.6.0. c ce cdscwcese’s 26. 85.74 80 1.51 105.53 7.13 46.2 1.32 1.319 
EES ES Sy SE re errata eee re 11.5 24.10 782 14.77 73.21 4.94 48.2 3.15 .094 
I ae ee ee ua ae ars Ocha Ak wae 7.5 24.70 367 6.93 72.20 4.88 41.2 3.44 197 
EES GE EA rope ae ee ee are 9 ae gee ar 5. 7.49 73 1.38 25.50 1.72 45.4 3.72 .349 
i ne a kee gabe naire eaten aes 18.5 20.91 1,051 19.84 79.28 5.36 39. 4.63 .075 
ES eS errr Perrier ey) ee ree 8.5 11.93 732 13.82 465.25 31.42 81.6 14.32 .636 
I, CN eae ca ve sviects case ee eb ese 10.5 117.50 464 8.76 172.07 11.62 24.8 2.20 371 
SE sete ac a ao dh as 5 sig SOG Se ee Reames 21.5 40.13 115 2.17 91.64 6.19 45.4 2.49 .797 
EE COO CTT ECR CTT OT TTT Te 14.5 - 27.14 119 2.25 57.34 3.87 51.3 2.06 482 
ee NOD oo pace deceew cds weaeaeces se 14.5 12.86 101 1.91 19.08 1.29 58. 1.25 189 
ME aa ad ear eae aa Rea ee aaa SESE OMRDETS AREY 258. $538.42 5,296 100.00 $1,480.65 100.00 55.2 2.47 $0.28 
Per SOME GE TORRE BOOM. 65 ki vie veideavassvssiees 3.98 3.88 mene Ss 0 060té=«té«< HR RY 3.72 5.04 nee ‘i 
' 
SUNDRIES ACCOUNT FOR TEN PER CENT OF ONE DRUG STORE'S VOLUME 
% 
No. of Avg. Inv. No. of % of Sales % of Gross Margin Rate of Avg. 
Items Value Trans. Total Volume Total TotalSales Turnover’ Sale 
NES EEE OEE OTT EE CTO OTE TORT 194. $438.38 2,538 22.4 $746.35 21.46 39.2 2.07 .294 
RESUS SRR ae ere ene et ar kr A ae er 9.5 12.79 44 39 9.09 26 §1. .70 .207 
i PR oc aediks es dewaamean eee ees 54.5 73.65 289 2.55 83.04 2.39 36. 1.44 .287 
ie a re Goals Mi aiah bee Re eae RS pu 154.65 841 7.42 148.00 4.25 57.1 82 .176 
i MN leita d catebea eens aereeee ees 9.5 23.36 190 1.68 61.83 1.78 26.6 3.89 3825 
I BOURNE, CUNT soi cect ccteekcccsnseoees 30.5 137.47 150 1,32 148.44 4.27 37.7 1.35 99 
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newspaper advertising of many drug- 
gists.” 

The survey revealed that a less 
drastic price cut is required to 
stimulate sale of an item in quan- 
ties than to increase the sale of the 
same item on a single unit basis. 
One article sold only moderately well 
at 14 cents but remarkably well at 
three for 50 cents. 

“The effort to control the sale ap- 
pears to enjoy only moderate suc- 
cess even where highly organized 
and persistent,” Mr. Alderson report- 
ed. “The resistance consumers have 
built up to such practices is well 


one of the test stores. 

“A customer said: 
XYZ tooth-paste. 
substitute for it?’ 

“It appears to cost considerably 
more in time and effort to persuade 
a customer to accept an item differ- 
ent from that asked for than it does 
to sell a larger quantity of the prod- 
uct specified or to sell an additional 
item. 

“Observations in the test stores 
tend to indicate that the great ma- 
jority of the country’s 60,000 drug 
stores make little attempt at sub- 
stitution.” 


‘I want some 
Have you got a 


sions: 

1. The retail drug trade, with a 
few notable exceptions, does not en- 
gage in aggressive merchandising, 
and hence is not fully capitalizing 
its opportunities for the creation of 
demand. 

2. The essential basis of aggres- 
sive merchandising is organization 
and sales planning, rather than high 
pressure tactics in advertising or 
the sales interview. 

3. <A redirection of retail sales 
effort is suggested by the predomi- 
nance of men among customers, by 


the small number of multiple sales, 


to sales devices. 

4. Location and rental problems 
are of paramount importance in- 
volving not only the success of the 
retail druggist but major issues 
concerning the entire industry. 

5. An era of store modernization 
is over-due because of the many new 
departments in the drug store which 
have not been fully assimilated. 

6. <A basis for pricing from op- 
erating cost rather than from com- 
petitive considerations is urgently 
needed and would go a long way to- 
ward clearing up some of the issues 
now vexing the trade. 
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IF YOU WANT TO 


TELL THE SPENDERS! 


IT TAKES more than “proved buying power” 
to make cash sales. It takes money in hand, 
plus the willingness to spend it—a two-way 
purse and sound judgment of values. 

Every reader test, of income and interest, 
has shown that The Digest’s readers are solid 
citizens, people of position, property owners. 
Now we go further and give dollar-sign proof 
that The Digest’s readers are spending freely 
—in a year when all business is searching for 
spenders. 

To take one example: We offered the 
Standard Encyclopedia by mail to subscribers 
with a three years’ subscription, at $12 the set 
($18 in a special binding). A single letter, 
mailed in December, brought more than 
100,000 orders! Total orders received this 
spring will amount to approximately 250,000 
—more than $3,000,000 in sales. Plain 
proof that Digest readers are ready to buy 
now and able to pay. 

Another example, of closer concern to ad- 


vertisers: The Digest’s net paid circulation 


» Y 
s) 
Y 


for March and April will average better than 
1,550,000 weekly—more than 10% above 
the guarantee! It is clear that readers are 
spending now to get The Digest—and spend- 
ing more than they spent in 1931, in 1930, 
in 1929.... 

Exciting times like these always enlarge 
the interest and influence of The Digest. And 
The Digest plays its own active part in the 
national life, this year with notable polls on 
prohibition and presidential candidates, with 
daily news reports over the air, and with reg- 
ular comment in street cars, airplanes and 
periodicals. 

If you want to sell now—tell the spenders 
who read The Digest. Regardless of its lead- 
ing role in the 1932 show, The Digest offers 
increasing numbers of readers at rates re- 
duced a flat 257%—quotes a net price of less 
than $2 per page per thousand—delivers 


class circulation at mass costs. 


LITERARY 


Sounding-board of American opinion 


SELL NOW_— 


This is a chance that can be cashed at once. 

We publish your appeal for customers less 

than two weeks after receipt—if necessary 

only eight days from plate to news-stand. 

Fast work, coming and going. Let The Digest 

take your latest news to your greatest group 

of spenders. They are ready to buy and they 

may not wait. 

Quantity—1,400,000 average guarantee, “or 
rebate.” 

Quality—-self-selected by active interest in 
realities. 

Economy—25% lower now, less than $2 per 
page, per thousand. 

For most advertisers, here is the first buy in 

the magazine field. Get all the facts—and 


buy now! 
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Rows of Statistics 
Hide Stirring Tale 
of Editorial Might 


Chicago, April 29.—The vital ele- 
ment of editorial power and leader- 
ship, rather than mere statistics of 
circulation and lineage, represents 
the factor of most value in news- 
paper promotion today, declared 
W. J. Byrnes, manager of publicity 
for the Chicago Tribune, in address- 
ing the Chicago Business Papers As- 
sociation at the City Club Monday. 
Advertisers and agents have been de- 
luged with so many statistics that 
they are unable to retain them. 

“Lineage figures are not the big 
idea in publication promotion,” said 
Mr. Byrnes. “They fluctuate from 
year to year, and usually the claims 
of one newspaper to leadership in 
one classification may be matched by 
the claims of a competitor to leader- 
ship in another preserve. The space 
buyer is too often left to his own 
resources of matching evidence, and 
then looking for some great impon- 
derable which will tip the balance. 

“Lineage figures are at best only 
a measure of the influence of the 
editor. Despite the glorification of 
advertising, much of it is nothing 
more than hitch-hiking on editorial 
ability. Lineage is worth while 
proof, but the incontrovertible source 
of advertising results is editorial in- 
fluence. 

“Circulation figures, likewise, are 
but a partial measure of the value of 
a publication as an advertising me- 
dium. The cold figures tell little 
about reader interest or editorial ac- 
ceptance. 


Where Figures Fail 


“Statistical information has its 
place in space advertising when it is 
timely, but as the only means of 
representing a publication it is not 
all it is cracked up to be. Statistical 
information regarding a market, the 
volume of circulation which a paper 
has and the lineage it carries are 
important, though less now than for- 
merly, since advertising agencies and 
national advertisers now have avail- 
able independent authorities which 
supply most of the market statistics 
and the general information regard- 
ing newspapers. 

“Editorial caliber is the one fact 
which stands out above a welter of 
statistics. A true portrayal of the 
individuality of the publication, an 
individuality which won acceptance 
for it as a newspaper in its com- 
munity, cannot be achieved by bare 
statistics. 

“When value has been established 
through the definite advertising of 
tke personality and prestige of the 
newspaper, it is a bar to the arbitrary 
or indifferent treatment of a publi- 
cation by space buyers. 

“As a subject for copy, there is no 
better theme than the personality 
of the publication. The identity of 
the newspaper, the service which it 
has rendered to its readers and to 
its community, the program for 
which it stands and the fights which 
it has sponsored and won, provide 
material for dramatic, memorable 
copy against which the statistical 
presentation cannot compete. 

“There has been such a cataract 
of statistics released on the heads of 
advertisers and agency men that not 
only are they forced to assume a de- 
fense against bare figures, since sta- 
tistics are susceptible to individual 
interpretation, but memory cannot 
retain all the miscellaneous data of 
eny newspaper or group of news- 
papers in a city. 


Urges Bigger Story 

“Such figures have their proper 
place in occasional advertising. They 
should undoubtedly be printed in 
data sheets and market books for the 
convenience of the space buyer, but 
they should not subordinate the more 
important, compelling story of the 
intangibles, which can be made un- 
forgettable. 

“When a promotion man has put 


across the story of the personality 
of his publication, he is only doing 
what good promotion men have done 
fer other products and services. He 
has not concealed the concept and 
full stature of his paper behind a few 
figures. He has not devitalized the 
scope and vigor of his editor’s page, 
nor crowded the skill and resource- 
fulness of his news department with- 
in the angular prison of statistics. 

“He has identified his paper as one 
with intrinsic merit, regardless of 
the volume of advertising it carries, 
and the amount of circulation it en- 
joys. He lifts it above the concept 
of mass circulation. He gives his 
publication a vivid personality that 
earns it a place on the advertising 
schedule, though the rate per line 
may be quite a bit above the average. 
He removes it from the attacks of 
these who today are attempting to 
extort the last possible concession 
from publishers. 


Need Militant Policy 


“If I were asked to point out the 
one cardinal responsibility which 
every promotion man has today, I 
would say it is the job of rehabili- 
tating an appreciation of value. Ap- 
preciation of advertising values has 
degenerated as a part of the general 
abandonment of moral values. Just 
as the times call for a renewed and 
merg Vigorous appraisal of the situa- 
tion by editors, they call for similar 
critical ability by promotion men. 

“Never was editorial ability more 
prized and needed than now, whether 
in the newspaper business or in pub- 
lications serving special interests. 
The times require an intelligent, mil- 
itant editorial policy. The public 
looks to the press for leadership. 

“Publications provide the forces to 
counteract current evasions. Readers 
know it, if advertisers do not, and 
it is just this quality which gives 
the promotion man a _ powerfully 
moving theme. This reader confi- 
dence is the greatest indication of 
the ability of a publication to give an 
advertiser his money’s worth, but in 
aavertising circles not familiar with 
the individual publication, the cold, 
colorless statistical presentation will 
not get recognition for such pulsing, 
vital influence.” 

Mr. Byrnes urged publishers to ap- 
piy the best professional standards 
io the production of their promo- 
tional material, because they are ad- 
dressing professional men in the ad- 
vertising field. Good copy, layout and 
typography are essentials in present- 
ing the story of the publication. 

“The man in whose hands national 
advertising is concentrated, and is 
becoming more and more concen- 
trated,” he said, “is professional in 
his approach to advertising. He has 
the clinical manner. He is particu- 
larly responsive to appeals which 
utilize the best equipment of his craft 
and observe the code for which he 
stands. 


“Besides this professional group of 
men responsible for the preparation 
and placing of national advertising, 
there is another group which must be 
kept in mind. It includes the treas- 
urer or president or director of the 
manufacturing concern. These men 
are getting more and more into ad- 
vertising; its cost has made them get 
into it. 

“I cannot urge too much the need 
ef technical excellence in presenting 
your story to these two primary 
groups—the professional advertising 
man and the chief executive in busi- 
ness.” 


Mr. Byrnes mentioned the fine pro- 
motional campaign of the New York 
News, conducted by Leo McGivena, 
promotion manager, as an example 
of what skilful presentation can do 
to create favorable impressions 
among professional advertising men. 

“Mr. McGivena placed promotion 
on a plane, typographically and ar- 


IVORY TESTS IT 


A PAIR OF 82 PARTY SHOES 
FROM IVORY SAVINGS 


Yes, here's a happy Ivory haby 
all dolled up in new white iad 
shoes that cost mother $2 
Mother is happy, too. She has 


honest weight, in those big 
Ivory cakes!" 

Isn't that a fine idea? Don't 
you want to save $2 tlys year 
—and get more soap in every 
cake you buy? T Yr 


dascovered that Ivory will save 
her $2 a year’ 

Mother knows (because the 
doctor told her so!) that she 
can't buy a purer, gentler soap 
than Ivory. So she says, “Why 
spend my good money on fancy 
priced soaps? I'll change to 
Ivory! I get more soap by 


Ivory your family soap. Ir’s 
periect for the toilet, bath and 
shampoo! 

You can buy things you need 
with this Ivory $2 saving But 
you can't buy @ purer, finer 
soap than Ivory at any price! 


Save $2 this year with ivory soap 


GUEST IVORY-@ 


Not a Listerine ad, but soa 
in The American Weekly. 


copy 


tistically, so pleasing,” he said, “that 
it won immediate interest for the 
paper in agency circles.” 


Slocum Named to : 


Fair Committee 

George M. Slocum, of Capper-Har- 
man-Slocum, Detroit, has been ap- 
pointed chairman of the advertising 


committee for the Michigan State t 


Fair. Other committeemen: 

John B. Gaughen, Capper Publica- 
tions; Charles H. McMahon, presi- 
dent, Financial Advertisers Associa- 
tion; James Vernor, Jr., Vernor Gin- 
ger Ale Co.; Harry A. McDonald, De- 
troit Creamery Co.; Leo Fitzpatrick, 
W4JR; O. J. Mulford, president, Mich- 
igan Street Car Advertising Co., and 
Harry C. Macdonald, president, Wal- 
ker & Co. 


Los Angeles Club 


Nominates Ticket 


Candidates for president of the Ad- 
vertising Club of Los Angeles are H. 
C. Newton, Dan Miner, E. J. Murphy, 
Clarence Lyman, Chas. Maguire and 
Russell MacLennan. Other nominees: 

First vice-president, Chick Hart, 
Lew Haynes; second vice-president, 
Earl Hicks, Tom Hawthorne, Gene 
Ramsay; secretary-treasurer, Ray I. 
Tennant, W. J. Cassin; directors, 
Chas. Maguire, Herbert Springs, Guy 
T. Burroughs, W. A. Turnbull, H. C. 
Newton, E. C. Anderson, Harry An- 
derson. 


Two Seek Presidency 
of Rochester Club 


Candidates for the presidency of 
the Rochester Advertising Club are 
G. Elmer Forschler and Milton C. 
Williamson; first vice-president, John 
D. Roche, Edward P. Harrison; sec- 
ond vice-president, Jack Knabb, J. 
D. Paterson; treasurer, Oscar L. 
Niles, John W. Remington. 

Three directors will be chosen from 
Alcott Neary, Wyllis A. Bellinger, 
Alvin R. Keil, Charles Jack, Hoyt S. 
Armstrong, Carey H. Brown. 


Two More for Ayer 


N. W. Ayer & Son, Philadelphia, 
has been appointed by the Lane Co., 
Altavista, Va., cedar chests and fur- 
niture. 

Newspapers and magazines will be 
used for Columbia Phonograph Co., 
New York, another new account. 


To Broadcast From Plane 


Columbia Broadcasting System, 
New York, will experiment May 2 
by broadcasting a piano duet from 
an airplane above New York. A 
short wave transmitter will connect 
plane and station. 


Heads A. N. A. Committee 


Cliff Knoble, advertising director, 
Chrysler Sales Corp., Detroit, has 
been appointed chairman of the 
newspaper committee of the Asso- 


ciation of National Advertisers. 


Swim Twins in 
Airplane Tour 
For Waterwear 


(Picture on Page 12) 


Minneapolis, Minn., April 29.—Two 
attractive girls, stepping out of a 
Bellanca monoplane clad in bathing 
suits, will be one of the features of 
a nation-wide airplane tour of the 
country announced by W. A. Mar- 
tin, advertising manager of the 
Munsingwear Corp. It starts May 1. 

The appearance of Jean and Joan, 
the Swim Twins, will presage an 
elaborate fashion review of 1932 
Munsingwear Waterwear in each of 
52 cities. Morrow Krum, publicity 
expert, will act as tour manager. 

Jean and Joan were selected from 
200 winners of city, state and sec- 
tional beauty contests. Virginia 
Hansen, a blonde, is Jean, and Caro- 
line Dowd, a brunette, is Joan. Both 
are Chicagoans. 

Their monoplane is fitted with a 
dressing room in which they will 
make their change into Munsing- 
wear. The twins will have 128 Wa- 
terwear models at their disposal, so 
that each appearance will provide a 
fresh thrill. 

Dealers will arrange two different 
revues, one in the store, and an- 
other in the windows. Munsingwear 
Waterwear was introduced in 1931, 
Aubrey & Moore, Chicago, being the 
agency. 


“Building Market 


News” Starts May 1 


Taylor, Rogers & Bliss, Chicago, 
will start Building Market News May 
1 as a monthly for executives and 
agencies interested in the building 
field. 

Tyler Stewart Rogers will be edi- 
or. 


Kneebone Represents 


Bankers’ Journal 


B. W. Kneebone has been appointed 
Western representative of American 
Bankers Association Journal, New 
York. He will be located in Chicago. 

Mr. Kneebone was formerly with 
Curtis Publishing Co. 


Hodgdon in New Role 


Theodore A. Hodgdon, assistant ad- 
vertising manager of the Indian Mo- 
tocycle Co., Springfield, Mass., has 
joined the sales staff of the Package 
Paper Co., Holyoke. 


“Domestic Engineering” 
Becomes a Monthly 


Domestic Engineering and Amer- 
ican Artisan, published by Engineer- 
ing Publications, Inc., Chicago, have 
been changed from semi-monthlies to 
monthlies. 

Bulk rates have been reduced, ef- 
fective June 1. The date for the first 
issue of Domestic Air Conditioning 
has not yet been set. 


Newspapers Merge 

The Herald-News and the Evening 
Times, Manitowoc, Wis., dailies, will 
merge May 1 under ownership of 
Manitowoc Newspapers, Inc., incor- 
porated by William F. Ohde, R. T. 
Bayne and George Shadeberg, Jr. Ill 
health compels the retirement of E. 
W. Mackey, editor and part owner 
of the Herald-News. 


Miss Martin to Agency 


Edith Fraine Martin, magazine 
editor and department store promo- 
tion manager, has become a copy 
writer for Kenyon & Eckhardt, Inc., 
New York. 


Join Rotogravure Group 

The Peoria (Ill.) Star, Atlanta 
Journal and Springfield (Mass.) Un- 
ion Republican are new members of 
the Rotogravure Advertising Associa- 
tion. 


Takes National Acme 

Carpenter Advertising, Inc., Cleve- 
land, has been retained by the Na- 
tional Acme Co. Magazines, trade 
papers and direct mail will be used. 


Ban Courtesy Matches 


Canadian tobacconists have aban- 
doned the practice of giving packs 


of matches with tobacco purchases. 


REXALL COFFEE 
FOURTH BIGGEST 
SELLER, CLAIM 


Chicago, April 29.—Opeko Coffee, 
sold exclusively through Rexall 
stores, is the fourth largest selling 
brand in the country, J. E. Fontaine, 
advertising and sales promotion man- 
ager, United Drug Co., Boston, told 
the 8,000 Rexall dealers here this 
week. No new grocery ventures are 
contemplated, despite this amazing 
story. 


Mr. Fontaine told the dealers how 
the company checks on their sales 
ability. A woman shopper, visiting 
all parts of the country with a crisp 
$5 bill, is instructed to spend the en- 
tire amount for Rexall products, if 
the dealer suggests the additional 
merchandise properly. 

The average expenditure on the 
first 30 calls, however, was 41 cents. 
A detailed report of each experience 
is published in the company’s maga- 
zine, the dealer being named so he 
can tell where he failed. 


$100,000 for Sampling 


More than $100,000 will be spent 
next month in a direct mail-sampling 
campaign on Cara Nome face powder 
and perfume. The list will be made 
up by assembling 250 names fur- 
nished by each of 4,700 dealers who 
heave bought $25 worth of a special 
50-cent combination package. 

With the letter, written on the 
dealer’s stationery, signed by Clara 
Anne Boudine, beauty consultant, and 
sent first class, will be a coupon good 
for 25 cents toward payment of the 
special package. 

A forthcoming display on the Stag 
Line of men’s toilet goods will con- 
sist of a completely masked window, 
labeled, “For Men Only.” The dis- 
play within the window will be visi- 
ble through three small peek holes. 

The store promotion will be accom- 
panied by magazine advertising on 
shaving cream, picturing the advan- 
tages of this product with illustra- 
tions of men shaving in evening 
clothes. 


Baseball Tickets 


for Beverage Slogan 


Jesse R. Harlan Co., Cincinnati 
agency, has started a newspaper cam- 
paign for bottled lemonade, a new 
product of J. Pabst Sons Co., Hamil- 
ton, O. 

Free baseball tickets are being of- 
fered for a slogan. 


Furniture Sale Pulls 


The $2,000,000 liquidation sale of 
Alexander H. Revell & Co., furniture, 
Chicago, directed by J. L. Sugden Ad- 
vertising Co., yielded receipts of 
$200,000 the first two days. The 
smashing three-day newspaper cam- 
paign attracted 25,000 shoppers the 
first day. 


“Furniture Record” 


Moves Chapman, Davison 


Furniture Record and Journal and 
Furniture Manufacturer, Grand Rap- 
ids, have placed E. W. Chapman in 
charge of the New York office. 

Herbert N. Davison has been made 
eastern editor. 


Start “Camps & Courts” 


Camps and Courts, devoted to tour- 
ist camp information, has_ been 
started at San Antonio, Texas, as a 
bi-monthly. Tom A. Keene and C. 
S. McKinney are publishers. 


Agency for Modess 


Johnson & Johnson, New Bruns- 
wick, N. J., have placed Modess 
advertising with Young & Rubicam, 
ms Es 


Pick Campbell-Sanford 


Smith Incubator Co., Cleveland, 
has appointed the Cleveland office of 
the Campbell-Sanford Advertising Co. 


F. D. Starr Passes 


Francis Doughty Starr, 62, of 
Starr Brothers, New York agency, 


died in Mt. Vernon, N. Y., April 19. 
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April 30, 1932 


ADVERTISING AGE 


$276,000 ISSUE 
IS ‘AMERICAN 
WEEKLY’ RECORD 


Chicago, April 26.—Does it pay to 
increase sales and advertising effort 
in difficult times? 

This question has been 
to the _ satisfaction of 
Berkowitz, vice-president 
eral manager of The American 
Weekly, Inc., who has _ increased 
both his sales staff and advertising 
budget and has likewise recorded the 
largest business thus far this year 
in the history of the publication. 

The April 17 issue of The Amer- 
ican Weekly carried $276,000 of ad- 
vertising, breaking all previous rec- 
ords, and including twelve color 
pages. A spread in color for the 
Pontiac automobile, said to be the 
largest single advertising unit ever 
employed in the automotive field, 
was included. 

“Publishers are constantly telling 
advertisers to maintain a consistent 
sales and advertising program,” Mr. 
Berkowitz told ApverTIsING AGE. “We 
ourselves have tried to be equally 
consistent. 

“We have added more salesmen to 
our staff, so that each representative 
can be thoroughly familiar with the 
accounts he handles, and thus can 
be in a position to offer constructive 
merchandising assistance. Our men 
are spending more time on the road 
than ever before. 

“We have increased our advertis- 
ing budget to the largest figure in 
our history. This relates to the ad- 
vertising press, to dealer publications 
and to newspapers. 

“With this sort of sales and pro- 
motional effort, we expect the first 
six months of 1932 to be the best in 
our history, just as each of the past 
five years has been in turn the best 
up to that time. Our steady sales 
increase culminated in the record- 
breaking issue of April 17. 


answered 
Mortimer 
and gen- 


Constructive Promotion 


“In our promotional efforts we 
have aimed to be helpful and con- 
structive. Destructive competitive 
material is taboo. Each of the ma- 
jor presentations employed during 
the past three years has undertaken 
first of all to sell the value of adver- 
tising by presenting facts about mar- 
ket situations, and then has related 
our medium to the sales job to be 
done.” 

The current newspaper schedule 
of The American Weekly consists of 
a full page a month in 17 newspa- 
pers in ten cities, the list including 
the Cincinnati Enquirer, St. Louis 
Globe-Democrat, Los Angeles Ex- 
aminer, San Francisco Examiner, 
Cleveland Plain Dealer and the fol- 
lowing: 

New York: Times. Herald-Tribune, 
American, Wall Street Journal; Chi- 
cago: Tribune, Herald and Exami- 
ner; Boston: Herald-Traveler, Amer- 
ican; Detroit: Free Press, Times; 
Philadelphia: Public Ledger, Record. 

The dealer publication campaign 
has been carried on, Mr. Berkowitz 
explained, to build good-will among 
dealers, manufacturers’ salesmen and 
others, insuring immediate accept- 
ance for the publication when the 
manufacturer merchandises his cam- 
paign in The American Weekly to the 
trade. 

The trade campaign started in 
1928, and has been conducted on a 
five-year basis. The mediums used 
to reach retailers in the various 
lines are: 

American Druggist, Boot € Shoe 
Recorder, Chain Store Age, Furni- 
ture Record and Journal, Jewelers’ 
Circular, Men’s Wear, Motor, Na- 
tional Petroleum News, Radio Re- 
tailing, Women’s Wear, Good Harda- 
ware, Progressive Grocer. Full page 
advertisements appear monthly in 
this list. 


Starch Expands 
Daniel Starch & Staff, New York, 
have consolidated separate offices in 
the Graybar Building into one suite 
on the 18th floor. 


EVANSTON COPY 


(Story on Page 1) 


Reverse Trade 
Commission on 
Castile Soap 


Chicago, Ill., April 29.—An order 
of the Federal Trade Commission for- 
bidding the use of the word “‘castile” 
in labeling or otherwise describing 
soap sold in interstate commerce, the 
oil or fatty composition of which is 
not wholly derived from olives, has 
been reversed by the United States 
Circuit Court of Appeals for the Sev- 
enth Circuit. 

The Commission’s cease and desist 
order had been entered against James 
S. Kirk & Company, the soap busi- 
ness and brands of which was pur- 
chased by the Proctor & Gamble Com- 
pany after the entry of the order. 

A bulletin of the Bureau of Stand- 
ards decided the issue. 

“The Government, through its 
agency, the Bureau of Standards,” 
said the court, “has committed itself 
to the proposition that castile soap 
may be made of oily and fatty ele- 
ments other than olive oil. 

“Being solely a question of fact 
we deem it expedient for other de- 
partments of the Government, includ- 
ing the judiciary, to accept such con- 
struction, if for no other reason than 
that of consistency.” 


St. Louis to Elect 
Eight New Governors 


The nominating committee of the 
Advertising Club of St. Louis has 
presented twelve candidates for two- 
year terms as governors. On the 
list are Horace Barks, Jr., Horace 
Barks Printing Co.; Sidney E. Car- 
ter, advertising manager, Rice-Stix 
Dry Goods Co.; Paul Allen Ebbs, 
Swope Shoe Co.; 

Louis C. Eulberg, Central States 
Mfg. Co.; Harvey Frolichstein, adver- 
tising manager, Angelica Jacket Co.; 
D. D. Knight, vice-pres., Graphic 
Studios, Inc.; G. J. Lehleitner, Vic- 
toria Co.; Oscar E. Life, Union Elec- 
tric Light & Power Co.; Edward 
Mead, Woodward & Tiernan Printing 
Co.; A. B. Murphy, Westinghouse 
Electric & Mfg. Co.; Hale Nelson, 
Southwestern Bell Telephone Co.; 
Lawrence M. Mullen. 


Van Maanen in Charge 


Charles Van Maanen, former as- 
sistant general manager of the Maize 
Corp., has been appointed sales man- 
ager of oil burner sales following 
the company’s purchase by Kelvina- 
tor Corp., Detroit. 


Huebsch With “Review” 


Florists’ Review, Chicago, has ap- 
pointed N. L. Huebsch, 1 West 34th 
street, New York, Eastern representa- 
tive. Mr. Huebsch spent 21 years 
with the John Budd Co. 


Hotel Names Kupsick 


Madison Hotel, New York, has ap- 
pointed J. R. Kupsick Advertising 
Agency, New York. Newspapers and 


Warehouse Food 
Store Opened 
in Kansas City 


Kansas City, Mo., April 29.—The 
warehouse system of selling food 
which is sweeping the country has 
reached Kansas City. R. P. Rice, for- 
mer Ford distributor here, has in- 
corporated as Canned Foods Ware- 
house, using a three-story building 
at 1414 Baltimore avenue. 

The canned goods are displayed on 


the floor, with regular fixtures con- 
spicuous by their absence. Wide 
aisles are provided and the self- 
serve system is used. 

Customers are greeted at the en- 
trance, provided with a basket and 
told to help themselves. Their pur- 
chases are checked at the exit, where 
the cashier’s desk is located. Upper 
floors are used for reserve stock, na- 
tionally advertised lines being fea- 
tured. 

The Loose-Wiles Biscuit Company 
has been conducting weekly demon- 
strations and Del Monte has reserved 
space for the same purpose. 


Parking space is provided without 
charge and many customers are 
using their cars to transport enough 
groceries to last a week or two. 


To Show lowa Goods 


An “Iowa Products Exposition” 
will be held at Des Moines Aug. 24- 
Sept. 2 during the state fair. Amer- 
ican Legion is the sponsor. 


Start “Fastener Facts” 


G. E. Prentice Mfg. Co., New Bri- 
tain, Conn., maker of slide fasteners, 
has started “Fastener Facts” as a 
bi-monthly house paper for retailers. 
The offset photo process will be used. 


JACKSONVILLE 


FLORIDA 


Since Jan. Ist, 1932, the following National Adver- 
tisers have contracted for Poster Advertising space, 
on the New Packer Plant in Jacksonville, Florida. 


UNITED STATES TIRES 
GULF REFINING CO. 
TARGET TOBACCO 
QUAKER OATS CO. 
DODGE BROTHERS 


COCA COLA 
PLYMOUTH 
CHRYSLER 
OLD GOLD 
WRIGLEY 
PONTIAC 
BUICK 
NASH 


The New Packer Plant ... provides advertisers for 
the first time in Jacksonville, with a posting service 
consisting of less than two panels to a location, 


including downtown coverage, at lower rates. 


PACKER 


OF FLORIDA, I 


W. A. SHANDS, Vice President and General Manager 


NC. 


magazines will be used. 
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ADVERTISING AGE 


April 30, 1932 


RADIO IS AGAIN 
BIG ISSUE AT 
A.N.P.A. MEET 


(Continued from Page 1) 


of such a condition has borne fruit. 
When we discover an agency is in 
financial distress we iend aid when 
practical. 


“When we find its financial struc- 
ture unsound we endeavor, in most 
cases successfully, to bring about im- 
provement. Frequently, when cor- 
porations have insufficient surplus, 
We secure personal guarantees for 
payment to our members from prin- 
cipals who are in good financial con- 
dition. 


“We have been instrumental in 
bringing about some mergers of 
agencies, resulting in stronger units 
replacing weaker ones, and to some 
extent we have brought together 
capital and agencies in need of it.” 

The committee reported that in 
one case it prevented an agency trans- 
fer “until we had in hand the prop- 
erly executed guarantee of payment 
for the corporation’s indebtedness to 
our members.” The outcome of an- 
other case was that “we received con- 
fession of financial irregularity and 
secured a 75 per cent settlement for 
our members. Others will receive 
but little.” 


Would Revise Form 


The same committee is negotiating 
with the American Association of Ad- 
vertising Agencies for a revision of 
the Standard Contract Advertising 
Form which was drawn up originally 
in 1920 and to which the group at- 
tributes “many existing difficulties.” 

During the past calendar year, the 
report stated, 58 advertising agents 
applied for recognition and 16 appli- 
cations remained on hand from the 
previous year. During the year 25 
agencies were recognized, 4 were re- 
fused recognition, 2 applications were 
tabled, 19 were withdrawn, 12 failed 


-- Soing 
places? 
E.. the past five 


years The Des Moines 
Sunday Register has 
gained an average of 
practically 1,000 new 
subscribers a month! 


@ 217.418 ABC 


eso Big... 


are closets at the Win- 
throp that they will hold 
all the belongings of even 
a prosperous advertising 
man or woman. 


Furnished suites of from 
one to four rooms by the 
day, month, or year. Serv- 
ing pantries, frigidaire and 
large closets with every 
suite. 


Under Roger Smith 
Preferred Management 


Hotel Winthrop 


47th and Lexington Ave., 


New York 


Tel. Wickersham 2-1400 


to qualify, and 11 applications are 
still pending. Recognition previously 
granted to 65 agencies was cancelled. 

The action against the use of ad- 
vertising features as editorial mate- 
rial was taken in the form of a mo- 
tion by Col. Frank Knox, Chicago 
Daily News. His motion, which was 
passed unanimously, was that it was 
the sense of the association that 
members be advised that it was the 
best practice in buying editorial fea- 
tures to stipulate that they can not 
be used in advertising. 

Col. Knox’s motion came in the dis- 
cussion that followed the report of 
the Committee on Radio, made by 
Elzey Roberts, St. Louis Star. The 
fact that this report was presented 
orally is considered by some to be 
indicative of caution by the associa- 
tion in dealing with this competitive 
medium. 

Mr. Roberts spoke of a growing dis- 
taste of listeners for radio sales talk 
and told of a new device that may be 
used to dim the advertising portions 
of a broadcast by pressing a button. 
He reported progress in newspapers’ 
efforts to eliminate trade names from 
radio programs and discussed the fu- 
ture possibilities of transferring the 
programs from the editorial to the 
advertising columns. No action was 
taken. 


Cite Court Decision 


As part of the discussion on radio, 
presided over by G. J. Palmer, Hous- 
ton (Texas) Chronicle, who was 
chairman of the program committee, 
Elisha Hanson of Washington, D. C., 
attorney for the A. N. P. A., said 
that any publisher who has a bona 
fide complaint should file it with the 
Federal Radio Commission. He cited 
a decision of the Supreme Court that 
news is the property of the newspa- 
per even after it is printed, and urged 
publishers to avail themselves of this 
ruling. 

Mr. Hanson said listeners demand 
constant novelty in broadcasts. He 
said that as a result of changing lis- 
tening habits, broadcasting compa- 
nies are complaining of a loss of ad- 
vertising accounts. 5 

O. S. Warden, Great Falls (Mont.) 
Tribune, announced that during the 
last two years Montana dailies have 
published no radio programs and 
that they have received few com- 
plaints from readers. A similar sit- 
uation in the case of the New York 
Sun was reported by Mr. Friendly. 

During yesterday morning’s discus- 
sions, James G. Stahlman introduced 
a resolution intended as a protest to 
the United States Senate for chang- 
ing and, the members felt, weakening 
the bill against radio lotteries. His 
resolution, which was adopted, was 
as follows: 

“Resolved, That the American 
Newspaper Publishers Association en- 
dorse and urge upon the Congress 
the retention of such verbiage in Sec- 
tion 13 of H. R. 7716, as it passed 
the House, affecting lottery advertis- 
ing over the radio, as may be neces- 
sary to place the radio under such 
similar restrictions in respect to lot- 
tery advertising as are imposed upon 
the newspapers in the Postal Laws 
and Regulations, and that the Com- 
mittee on Federal Laws of this As- 
sociation be authorized to pursue 
such efforts as may be necessary to 
bring about this legislation.” 

At the meeting of smalier daily 
newspapers, which opened the con- 
vention, discussion centered on why 
it is considered impractical for news- 
papers to reduce advertising rates, 
and what practical methods have 
been used successfully to hold adver- 
tising volume, or to retard losses. 
E. H. Harris, Richmond (Ind.) Pal- 
ladium-Item, presided. 

L. B. Palmer, general manager of 
the association, reported the election 
of 5 new members, the resignation of 
11, and the consolidation of 3, mak- 
ing the total membership, as of Janu- 
ary 1, 1932, 462. 

Other committee reports were made 
on subjects of current interest fo pub- 
lishers. Among these topics were 
open shop, printing trades schools, 
mechanical department, federal laws, 
postal regulations, paper, forest re- 
sources, traffic, freedom of the press, 
measurement of advertising lineage, 
press telephone rates, and radiotele- 
graph communications. Several reso- 
lutions were adopted. 

By virtue of the completion of busi- 


AC, Champion, 
Start ‘Change 
Week’ Drives 


Toledo, O., April 29.—What is said 
to be the first national campaign 
built around a patent idea has been 
launched by Champion Spark Plug 
Company in anticipation of National 
Change Week, May 9-15. 

Copy in Collier’s and The Saturday 
Evening Post announced a new spark 
plug under the caption, “Patents Ap- 
plied For.” Actual award of United 
States and foreign patents will be 
announced June 4. 

Also on the schedule for full pages 
are Popular Science Monthly, Popu- 
lar Mechanics, American Legion 
Monthly, Country Gentleman, Cap- 
per’s Farmer, Successful Farming, 
Farm & Ranch, Southern Agricultur- 
ist, aviation and motor boat papers. 

During National Change Week 
2,000 newspapers and an extensive 
post-card mailing to consumers, han- 
dled co-operatively through dealers, 
will supplement other mediums. 

The patent theme will run through- 
out the campaign, a little more be- 
ing told in each succeeding piece of 
copy. Champion has designed a test- 
ing apparatus by which dealers will 
prove to customers that “spark 
plugs actually do need changing 
every 10,000 miles.” 

This is Champion’s eighth observ- 
ance of change week, all having been 
handled by MacManus, Inc., with 
John MacManus in charge. 


A C Is Active 


Flint, Mich., April 29—— A C Spark 
Plug Company will concentrate pro- 
motion in magazines and outdoor 
panels in May for National Change 
Week. All automotive manufactur- 
ers using A C spark plugs will tie 
up with the week in their May copy. 

A C will use two pages each in 
the May 7 and May 28 issue of The 
Saturday Evening Post. Twenty-four 
sheet posters will go up May 1 in 
200 cities. Spreads will be used in 
trade publications, including Motor, 
Automotive Trade Journal, Automo- 
tive Merchandising, and Motor World 
Wholesale. A farm paper schedule 
rounds out the campaign. 

An eight-page rotogravure news- 
paper was mailed to the trade this 
week. The Campbell-Ewald Company 
is handling the drive. 


ness of the A. N. P. A. convention 
yesterday afternoon instead of today, 
the Bureau of Advertising dinner, at- 
tended by more than 800 guests last 
night, brought the meeting to a close. 

The guest of honor was Secretary 
of War Patrick J. Hurley, who was 
introduced by the Honorable Russell 
Wilson, Mayor of Cincinnati, toast- 
master. Other speakers included 
Rev. W. Warren Giles and Honorable 
Robert Lincoln O’Brien, chairman of 
the U. S. Tariff Commission, formerly 
editor of the Boston Herald and 
Boston Transcript. 

W. E. Macfarlane, business mana- 
ger of the Chicago Tribune, and 
chairman of the Committee in 
Charge of the Bureau, made the 
opening remarks. 


“Sales Management” 


to Be Semi-Monthly 


The May 1 issue of Sales Manage- 
ment will announce a change from 
a weekly to a semi-monthly schedule. 

Publication dates will be the 1st 
and 15th of each month, except 
March and October, when three is- 
sues will be published. 


Named Scout Suppliers 


Sweet-Orr & Co., New York, have 
concluded a five-year contract with 
the Boy Scouts of America to manu- 
facture official uniforms and acces- 
sories, to be distributed through 2,500 
official dealers by Sweet-Orr Distrib- 
utors, Inc. The business amounts to 
$1,000,000 a year. 


Death Claims S. A. Miles 


Samuel A. Miles, 69, manager of 
the New York and Chicago automo- 
bile shows since 1905, died April 25 
of apoplexy at Bristol, England. He 
retired last month. 


BUREAU CHAIRMAN 


W. E. Macfarlane 


Jason Rogers, Famous 


Publisher, Is Dead 


Jason Rogers, 61, once publisher 
of the New York Globe and general 
manager of the Kansas City Journal- 
Post, died at Falmouth, Mass., April 
26. 

He organized the Associated 
Newspapers in 1911, the Bureau of 
Advertising of the American News- 
paper Publishers Association in 1912, 
and led in forming the Audit Bureau 
of Circulations. 


Hannah and Sherrill 
Join Blackman Staff 


L. Jay Hannah, former Chicago 
manager of Campbell-Ewald, and L. 
H. Sherril, former associate adver- 
tising manager of General Foods, 
have joined the Blackman Company, 
New York. 

The agency’s radio department 
has acquired Earle Ferris and David 
Elman. 


Heart Attack Fatal 


to Romaine Pierson 

Romaine Pierson, 63, died April 
27 at his home in New York of a 
heart attack. 

He published The Practical Drug- 
gist and other drug and medical pa- 
pers and also operated an advertis- 
ing agency. 


Agency in New Home 


Oberfelder-Franken, Inc. New 
York, after three moves in 10 
months, is now at 16-18 West 22d 


Stret, in quarters which permit of 
expansion. 


Represent “American” 

Scientific American, New York, 
has appointed Ewing Hutchinson 
Co., Chicago, as Mid-Western rep- 
resentative. Todd Barton has been 
appointed in New York, 


Appoint Guenther-Law 


Mayper & Mayper, Inc., New York 
automobile insurance _ specialists, 
have placed their advertising ac- 
count with Rudolph Guenther-Russell 
Law, Inc. Newspapers will be used. 


To Manage “Hairdresser” 

William J. Dougherty, formerly 
with Federated Business Publica- 
tions, New York, has become man- 
ager of American Hairdresser, New 
York. 


Name Larchar-Horton 


Glo-ax division of Knox & Morse 
Co., Cambridge, Mass., has appointed 
the Larchar-Horton Co., Boston, to 
advertise Glo-ax, a new liquid floor 
wax. 


Joins Ralph H. Jones Co. 


Keith Fowler, formerly with Erwin, 
Wasey & Co., Inc., has joined the 
copy staff of the Ralph H. Jones Co., 
New York. 


With King Typographic 

B. W. Radcliffe, Jr., until recently 
with Advertising Typographers, Inc., 
has joined the King Typographic 
Service Corp., New York. 


Gets Herpicide 


Herpicide Co. Detroit, has se- 
lected N. W. Ayer & Son, Inc., to 
handle its advertising. 


LION'S SHARE OF 
APPROPRIATIONS 
TO NEWSPAPERS 


New York, April 29.—The lion’s 
share of appropriations of national 
advertisers went to newspapers in 
1931, it was reported by W. E. Mac- 
farlane, Chicago Tribune, chairman 
of the Committee in Charge of the 
Bureau of Advertising, American 
Newspaper Publishers Association. 

Of an estimated total of $442,500,- 
000 spent by national advertisers in 
major media, $205,000,000 went for 
newspaper space. 

The complete figures follow: news- 
papers, $205,000,000; magazines, 
$167,000,000; broadcasting, $36,000,- 
000; outdoor, $30,000,000; car cards, 
$4,500,000. 

A breakdown of these figures, as 
reported by the committee, indicates 
that newspapers got 46.4c of the na- 
tional advertising dollar; magazines 
37.7c; chain broadcasts, 8.1c; out- 
door 6.8c; and car cards lc. The 
only medium shown to have enjoyed 
a consistent growth over the past 
three years is radio, which has more 
than doubled its share of the ex- 
penditures, at the expense chiefiy of 
outdoor advertising. The figures do 
not include spot broadcasts. 

“About 80 per cent of the volume 
of newspaper national advertising 
originates with less than 10 per cent 
of the advertisers,” the report con- 
tinues, with a plea for diversity of 
advertising. 


Rank of Industries 


“Automobile, financial and radio 
set and appliance advertising fur- 
nished 40 per cent of the 1929 total; 
these sources account for most of 
the drop in lineage in 1930 and 1931. 
Tobacco, electric refrigerators, foods 
and toilet requisites accounted for a 
major percentage of volume in 1931. 

“Wider coverage of the field ap- 
pears to be a logical requirement; 
more advertisers representing a 
greater diversity of products appear 
to be needed rather than an increase 
in the size of present accounts. The 
merits of newspaper advertising are 
not fully recognized. 

“Among manufacturers of many 
articles that appeal to women, for 
example, the impression often per- 
sists that other mediums will serve 
better than newspapers, despite the 
fact that the retailers of similar 
products rely wholly on newspaper 
space to move them from their 
stores. Increased competition for a 
slice of the advertising dollar is felt 
keenly in times when that dollar is 
smaller. In our judgment, these con- 
ditions can be met successfully by 
an extension of the educational work 
and the aggressive solicitation which 
the Bureau now furnishes to the 
limit of its present equipment. 

“The membership of the Bureau 
of Advertising was 404 at the be- 
ginning of the fiscal year, March 1, 
1931, and was 405 at February 29, 
1932, the close of the period. At 
the end of the fiscal years 1929 and 
1930, it was 380 and 384 respectively. 
Of the A. N. P. A. membership of 
463, 267 are also members of the 
Bureau, while 138 Bureau members 
are not members of the A. N. P. A.” 


Tower Magazines 
on Pacific Coast 


Tower Magazines, New York, have 
established their first Pacific Coast 
advertising office in Hollywood, Cal., 
Nathan McFadgen being in charge. 
He has been with the Curtis Publish- 
ing Co. 


Flyosan Goes Abroad 


Wm. Peterman, Inc., manufacturer 
of Flyosan, has placed its foreign 
advertising with G. Allen Reeder, 
New York. 


Gardner in New Home 


Gardner Advertising Co. New 
York, has completed removal to the 
McGraw-Hill building, the telephone 
number being Bryant 9-0800. 
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And the One Becomes Millions 


The making of electrotypes, stereotypes and mats 
to multiply the impressions of engravings and type 
forms, is in itself a mechanical art. 

But it does demand a highly-trained organization 
and a forward-looking management, alert to test 
the new methods and devices to increase the quality 
of reproduction and meet the ever-increasing de- 
mands in this age of speed. 

We have the men, machines and methods—and 
the geographic locations for national service. 

It is to be expected that, as invention brings new 


ideas for electrotyping or kindred subjects, we 
should investigate, test and install them. Our plants 
are equipped with the latest machinery for making 
stereotypes and mats with the finest reproduction 
qualities—yet at high speed and in any quantity. 

Within the scope of our electrotyping service is 
anything from a single line plate electrotype to the 
most elaborate color plates that ever left an engraver’s 
hands, or tens of thousands of electrotypes for na- 
tional distribution to newspapers and magazines, at 
the lowest cost and in the shortest time. 


The Whole Country is Our Parish 


As surely as a village mailman delivers his few 
daily letters to their proper destination, we ship 
your electrotypes or mats to any address in the 
whole country. 

The largest advertising campaign ever to be run 
needs only to be sent to us as a single form for 
each advertisement and a schedule of publications 
and dates. 


We pack the electrotypes or mats to keep them 
safe though they travel by rail, truck or airplane. 
Our only failures would be due to unavoidable de- 
lays of the mail itself. 


This is a service that puts upon our shoulders 
the responsibility for delivering the electrotypes or 
mats on time and relieves advertisers and advertis- 
ing agencies of the greatest annoyance in the han- 
dling of a large program. 

Our continuous experience teaches us the short- 
est and least costly ways to ship, so that, for our 
purpose, the entire United States becomes as familiar 
to us as the streets and houses of the village to the 
rural mail carrier. 


And we know of no organization that is equipped 


to do this for you better than we can. 


REILLY ELECTROTYPE COMPANY 


216 EAST 45TH STREET - 80 LAFAYETTE STREET, NEW YORK CITY 


Michigan Electrotype Company 


DETROIT, MICHIGAN 


Advance Independent Electrotype Co., Inc. 


INDIANAPOLIS, INDIANA 


Divisions of Electrographic Corporation 
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PHOTOGRAPHIC REVIEW OF THE WEEK 


WATERWEAR TWINS WILL FLY TO FIFTY-TWO CITIES WINS LEG ON FRANCIS WAYLAND AYER CUP 
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} The Hartford Courant 
no iat New Lindbergh Kidnaping 
0 ye Clue in Third Ransom Note 


Contents Are Kept Secret 
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The Hartford Courant won first place in the second exhibition of newspaper 

typography in Philadelphia this week. Honorable mention went to the New 

York Herald Tribune, Detroit Free Press, Newark Evening News, New York 
American and New York Sun. 


HOWARD TRAFTON'S MEDAL WINNER 


Remi 


This design for the North German Lloyd, through Smith, Sturgis & Moore, 
won first prize for a decorative design in the Eleventh Annual Exhibition of 
Advertising Art, New York. 


HELD BEST PAINTING IN COLOR 


Mungsingwear Announces New Promotion. (Story on Page 8) 


TWO CHARLIES TRADE REMINISCENCES GETS BIG JOB 
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rs f ee se, Walter Hoving has resigned as vice- \ SN 
A Milwaukee Sentinel photographer shot this distinguished group, president and merchandising manager S 
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Andy. Mr. Younggreen is vice-president in charge of the Chicago Chicane . ee ee Te Carl Erickson won a gold medal at the New York Art Exhibit with this 
“ office re H. E. ‘wed Advertising pe alae —. gia a ail work for Phoenix Hosiery Company through J. Walter Thompson Co. 


~ 


"—E 
S 


reading, left to right, Mrs. C. C. Younggreen, Charles Correll, Mrs. of R. H. Macy & Co., New York, to 
Correll and C. C. Younggreen. Mr. Correll is the Andy of Amos 'n' become vice-president and general sales 
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